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HIRAM WALKER 


FROM CONTINUOUS TONE ORIGINALS 
PRODUCED BY THE WEBER PROCESS 
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MASTER stimulating | QUALIT fectiv 
MASTER stimulating : a QUALIT make fectiv 


~MASTER stimulating : ~QUALIT make fectiv 


Engravers Americana 5 ; Engravers Americana 11 


™ roman style: KWECTIV mechanica 
EKNGRAV roman style: FECTIV mechanica 


 ENGRAV roman style:  FECTIV mechanica 


Engravers Americana 7 Engravers Americana Jtal, 5,7,9 
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DESIGN gives qualit : DESIGN gives qualil 


~ DESIGN gives qualit : QUALIT make fectiv 
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..and YELLOW, MEDIUM 
GREEN, LIGHT 
TURQUOISE BLUE, LIGHT 
match the other 
AAAA COLORS. 


Fastdrying ¢ Non-streaking 
Always fresh and ready-to-use 


%” x 4” Tube... 45¢ each. 
Designers sets 26-7, 26-13, 26-26 
at your Artists’ Material Dealer. 


RUMBACHER 


ARTISTS’ MATERIAL 


460 West 34th Street, N. Y. 1, N.Y. 


6Advance Showings from Photo-Lettering, Inc. 
OF 1869. —~o 216 EAST 45th ST. NEW YORK MU 2-2346 
{ 
| 
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GRUMBACHER 
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illustrators ’61 ....just one criterion... 


What makes the “best” in contemporary published illustra- 
tion? Is it the largest piece with the most detail . . . the most 
expensive . . . the biggest name . . . the assignment that took 
the longest in research and execution? No doubt these are 
powerful and pleasing persuaders in the eyes of a handful 
in the trade, but to consider them in judging a show is disas- 
trous. To water down a committee with these superficial 
factors is to court mediocrity and make the final showing a 
far cry from being either representative or the best. 

The basic yardstick must be talent to which the artists 
have added various degrees of innovation, color sense, design, 
technique, daring and taste. 

ILLUSTRATORS ’61 holds to this basic premise in its 
exhibition this year. Entries were judged in a contemporary 
light and awards made for the best examples submitted. As 
for comparison with the greats of yesterday and the con- 
jecture of tomorrow, the Society of Illustrators leaves that 
to the prophetic symposiums. That is as it should be: let the 
show stand on its own merit. © 

Len Romagna, 
Woman's Day’ 


Art Direction, published monthly by Advertising Trade Publications Inc., 19 W. 44 St., New 
York 36, N. Y. YUkon 6-4930. Subscription price $6.00 per yeor; $10.50 for two years; $7.00 a 
yeor for Canada and $10.00 for other countries. Back issues 85¢ per copy. Publisher assumes no 
responsibility for manuscripts or artwork submitted. Entered as second-class matter at the 
post office at New York, N. Y., with additional entry as second-class matter at the post 
office at Baltimore, Maryland. 


. Phone: LExington 2-1366. 
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COMPATIBLE COLORS! 


MONGOL COLORED PENCILS are so easy to get along with! They help do hun- 
dreds of imaginative art renderings. Draw with them. Color with them. Even 
paint with them: simply go over your MONGOL colored sketch with a wet brush 
and get brilliant wash coloring. In fact, MONGOL COLORED PENCILS are ideal 
for all drawing needs! 

See how easily you get along with MONGOL COLORED PENCILS in your studio 
or classroom. Your nearest stationer can supply them in round or hexagon 
shape...regular, hard, or very hard degrees...assortments of 12, 24 and 
36 colors. New plastic easel box puts colors within easy reach. Ask about 
EBERHARD FABER—your one source of supply for all writing needs. 


SINCE 1849 


EBERHARD FABER 


Wilkes-Barre, Pennsyivania-New York-Toronto, Canada 
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Faces and Fortunes is the new and startlingly 
different film that focuses its attention on the 
corporate face. Exciting animation techniques 
zombine with live action and a dynamic use of 
color to illustrate how a well-planned corporate 
ook can be important to the success of a busi- 
1ess, any business. This 16-mm sound/color film 
was produced by Morton and Millie Goldsholl, 
lelightfully narrated by Hans Conreid with a 
“esounding original score by Dick Marx. Faces 
and Fortunes is a vital, vivid definition of the 
role of corporate identity in business today. 


A FRESH 
NEW 
DEFINITION 
OF THE 
CORPORATE 
LOOK 


| 

lor free loan of Faces and Fortunes, write Dept. 200, Kimberly-Clark Corporation, Neenah, Wisconsin ie 


480 Lexington. Ave. 


YUkon 6-0760 


Graphic Directions Inc. 


New York 17, New York 


letters 


I admire your knowing and zestful cx |- 
umn and am puzzled by your Rip via 
Winkle piece on Politics in the No». 
issue. 

The question of the title—Should age :- 
cies get mixed up in national politic ? 
—has long been answered “yes”. Be h 
major parties have, of course, been re )- 
ing on Agencies in all campaigns {| r 
many years. The relationships betwe n 
the Republican and Democratic Part es 
and Madison Avenue have been exha + 
tively covered by the Press, they hzve 
been thoroughly analyzed in several 
books, they have even formed the p ot 
of several novels. Outside the hillbi ly 
areas there is now hardly a candid: te 
running for an office above the dog- 
catcher level who does not rely on 
advertising men, media experts, copy- 
writers, speechwriters, PR men, TV ad- 
visers, etc. at every step. Mr. Nixon was 
always a creature of the mass commu- 
nications media who didn’t dare to say 
anything unless he had first checked 
with PR people and pollsters. Mr. Ken- 
nedy is more his own man but he has, 
of course, been using all advertising 
media with persistence and skill. Nelson 
Rockefeller even maintains a special 
“image building unit” among his staff. 
I agree with you that the 1960 Conven- 
tions were a sorry sight but TV is al- 
ways a sorry sight; it is run by people 
who came out of Radio and who have 
never understood that TV is a visual 
medium. 

The level of Art used in political cam- 
paigns has not been very high but over 
the years I have seen a good many well 
designed pieces. Many hundreds of Art 
Directors, Designers and Artists have 
contributed their services to campaigns. 
The so-called creative Departments— 
Copy and Art—are notoriously liberal 
and constitute a fifth column within the 
Republican agency business. 

What about the moral problem? That's 
very simple: A good candidate deserves 
good advertising and I rejoice when | 
see one getting competent professional 
help in this field. When a bad candi- 
date enjoys the advantage of effective 
advertising I attack him on the grounds 
that he is being merchandized by hiick- 
sters. 

John Maass, 
Philadelphia 


(continued on page 77) 
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Art DICK PREZEBEL 
Agency......... WESTERN ADVERTISING AGENCY 
Client.. NATIONAL RED CHERRY INSTITUTE, INC. 


Photographer.......... 


22 W. HUBBARD STREET 
CHICAGO 10, ILLINOIS 
WHitehall 4-7330 


NEW YORK SALES OFFICE 
527 LEXINGTON AVE. 
Plaza 3-0266 


calendar 


Through Feb. 5 . . . Herschel Levit phot: )- 
raphy, Village Camera Club, 65 Bank. F: », 
20-24, Benton & Bowles. 


Feb. 5-11 . . . Advertising Week. Awa: |s 
presentation, First International Broadcast g 
Awards, sponsored by Hollywood Ad Clu 


Through Feb. 10 . . . NYADC touring 1 00 
show, local edition, NY School of Printi 3, 
Feb. 13-27, Cooper Union. Feb. 29-Mar. 4, 
Pratt. Then to Board of Education for circ. 2 
tion to school art depts. 


Feb. 23-Mar. 12 . . . Toronto® 13th sh w, 
Royal Ontario Museum, Queen's Park. 

Mar. 1 . . . Deadline, Natl. Visual Prese ia- 
tion Assn. Day of Visuals. Awards prese. ia- 
tion May 23. Day cf Visuals, May 23-24. 


Mar. 1-31 . . . Turck & Reinfeld’s 6th anr ial 
book jacket design show, Art Library, [on 
nell Library Center. 


Mar. 3-17 . . . Artists Guild of Philadel; hia 
exhibition, Philadelphia Natl. Bank Bidg, 
lobby, Broad & Chestnut. Deadline Feb. ‘1. 


Mar. 15 . . . Boston's 7th show. 
Through Mar. 4... Illustrators ‘61 exhibition, 
Society of Illustrators, 128 E. 63, N. Y. 


Feb. 6-11 . . . Pittsburgh's annual, co-sponsor, 
Advertising Club, at Gateway Four. 


Feb. 21-Mar. 24 . . . ADLA 16th show, Cali- 
fornia Museum of Science & Industry, Exposi- 
tion Park. Awards dinner-dance, Pacific ball- 
room, Statler Hotel, Feb. 18. 


March 5 .. . Kansas City’s 8th previews. 
Awards banquet, March 11. Show March 6-18, 
Kansas City Art Institute. Entry deadline, 
Feb. 4, Morris & Coldsnow, 3415 Main. 


Mar. 20-30 ... NYADC’s 40th annual national 
show, Pepsi-Cola Bldg., main lobby, 500 Park 
(59 st.). Preview for members and exhibitors, 
Mar. 20. Open to public Mar. 21-30. Awards 
luncheon, Mar. 21, Grand Ballroom, Hotel 
Commodore. Visual Communications Confer 
ence, Mar. 22-23, Hotel Commodore. 


April 17 . . . 1Sth annual NSAD meeting, Chi- 
cago., Sheraton Towers hotel, all day. April 
18, 7 p.m., Combined Awards Banquet, co 
sponsored by NSAD and ADCC Ouidoor 
Advertising Art Competition. 


AIGA... Traveling shows: Feb., Design & 
Printing for Commerce and 50 Ads, Penn. 
State Univ., Art Dept., University Park. Feb. 
1-15, Paul Rand, Ohio Univ., Athens. Feb. 3-25, 
Ben Shahn, Texas Christian Univ., Ft. W orth. 
Feb. 5-18, Leo Lionni, Hampton Inst., Va. Feb. 
7-28, Printing for Fun, Denver Public Li! -ary. 
Feb. 11-25, Packaging, Univ. of Utah. Salt 
Lake City. Feb. 12-26, Joseph Low, Hunti: gton 
Galleries, Park Hills, Huntington, W. Va Feb. 
19-Mar. 5, Lou Dorfsman, Hampton Inst 
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Checkmated 
bya 
tight budget? 


When you want more colors than your 
budget allows, your next move is to ATLANTIC 
PASTEL OFFSET. Select one of six sparkling 
shades — all in distinctive Suede finish — 
and team it with translucent inks. Your 
imaginative handling of screen tints and 
overlap creates extra colors without extra 
impressions — achieves the perfect mood, 
as well. 

You can be sure that the finished job will 
live up to your visual, because ATLANTIC 
PASTEL OFFSET behaves beautifully on the 
press. Ask your Eastern Franchised Mer- 
chant for samples of all six like-sided shades, 
plus matching cover stock. Or write us direct 
— on your business letterhead, please — for 
free samples and artist’s sketch pad. 


EASTERN 


EXCELLENCE 
IN FINE PAPERS 


EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION ¢ BANGOR, MAINE 


This is Eastern’s Atlantic Pastel Offset, Mistie 
Blue, Basis 70, Suede Finish. Other colors : French 
Cream, Daffodil Yellow, Smokie Gray, Dustie 
Pink, Ocean Green. 
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paper 
specialists 
to the 
graphic arts 
industry 


ABUNDANCE is symbolized by the cornucopia this 
chambered shell resembles. Abundance is main- 
tained in the storehouse of your Oxford merchant to 
assure ready availability and swift delivery of quality 
Oxford coated text and matching cover papers, in 
specifications to meet every printing and budget need. 


Oxford North Star Papers, pride of the line, are a 
new family of trailing-blade-coated papers, distin- 
guished for their remarkable levelness and their 
exceptional polish. North Star superiority among 
coated papers can be demonstrated for you by your 
nearby Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17, New York. 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefoild Enamel 

(for this insert, basis 25 x 38—100 Ibs.) 
NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 

Mainefiex Offset Enamel 

Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO « BOSTON 
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JEC 


. lust you pay 
poor work? 
JEC report 


1e Joint Ethics Committee recently me- 
ited a dispute between a letterer and a 
sign studio. The studio refused to pay 
64 bill claiming the lettering was not 
quality. 


wat the panel saw .. . 


Two pieces of rejected lettering, the ap- 
proved tissues on which they were based, 
finished lettering as redone by staffer, 
samples of studio’s work. Lettering style 
in dispute was of the beatnik or cookie 
variety with controlled deviations and 
frequent interlocking. Agreed price had 
been $4 per word. ; 


The pros and cons did not challenge each 
other directly. Some key arguments: 

e complainant's work impressed panel 
as pretty bad but only slightly inferior to 
the finish done by the staffer. 

e work was budget priced and done 
accordingly. Complainant said, “I don’t 
claim it was $10 lettering.” 

e complainant accepted assignment 
in hopes of getting balance of campaign 
amounting to thousands of dollars. It was 
not clear at what rate this would be 
billed. 

e complainant noted “You never buy 
more than you pay for.” 

e violation of paragraph 5 of the Code 
of Fair Practices was cited. This asserts 
artist's right to redo his own work. 

e There was admitted purchasing 
confusion at studio, since corrected. 4 
men ordered the lettering. Mr. “B” 
approved the tissues but the job was de- 
livered to “C”&“‘D” who did not like it 
but said they would show it to client and 
pay for it. “A” refused to show it to client 
or to pay for it. 

@ panel considered price of $4.00 per 
word very low. 

e work was done over weekend. 


decision... 
| -C recommended payment of $40. Both 
s. les agreed. 
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SPECIALTY OF THE HOUSE 


Publishers sell romance through 


their many kinds of books. Thousands 


of words come alive in easy to 


read faces, flawlessly set... fabulous 
as Scheherazade or Simple as Simon. 


Type faces used in this ad 


are Post Roman Medium and Bold. 


American Uncial Initials. 
These are included in the new 
Franklin Type Supplement 


FRANKLIN TYPOGRAPHERS 


225 WEST 39th STREET, NEW YORK 18,N.Y. PENNSYLVANIA 6-4708 
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No.matter where, when or how you look:at St. Lawrence 
Offset Enamel, you know it ata glance. You know it for 
its high whiteness, its high gloss. On the press—at high 
speeds, it’s aslick performer, a tight grip for inks. Color 
and art won't bury its identity or dull the brilliance of 
this versatile Newton Falls paper. Use St. tare 
Offset Enamel. once — know it. whenever, | whe 

however you look atitthereafter. 


NEWTON FALLS PAPER MILL, INC. 
330 West 42nd St., New York 36, N. Y. 


é 
. 
} 
; 
4 
| 
| 
| 
a 
1 
> Ar! ire 
%. 


ART FOR 
ADVERTISING 
AND SALES 


PROMOTION 


Chenault Associates, Inc. 


Amster Yard - 211 East 49th Street 
New York 17, New York - Plaza 1-0095 


Contact: Al Nelson - Bob Wolf 
Stacy C. Mathas Tim Crisler 
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art director: RALPH AMMIRATI 
agency: BBD&O 
client: PEPSI-COLA CO. 
photographer: CARL FISCHER 
black & white retouching: ARCHER AMES ASSOCIATES 


NEW PEPSI HALF-QUARTS 


type ektacolor print 
dye transfer 


black & white 
& flexichrome 


etouchin 


involving the use of bleaches, 
dyes, electronics’, chemistry 
and abrasives for the sole purpose 
of insuring the most faithful 
reproduction of your photography 
is truly an art as produced by 


ARCHER AMES ASSOCIATES 
| 16 East 52 Street, New York 22, MU 8-3240 


Contact: ARCHER AMES « LEON APPEL - JIM BENSON 


*demonstration on request 


booknotes 


MOMENTS PRESERVED. Irving Penn. Simon | 
Schuster $17.50. 


Penn’s sensitivity and inner reactions t. 
the exterior world—“the reflections o 
his mind’s eye”—are in this brilliant a 
ray of 299 beautifully reproduced phot« 
graphs, 39 in color. They are grouped a 
“essays” dealing with France, Barc 
lona, Italy, Morocco, England, Cuzcc 
New York and tradesmen. Alexander L 
berman supplies an appreciative intrc 
duction. Rosemary Blackman collab: 
rated in the writing of text and caption: 


CATALOG OF PUBLICATIONS OF ADVERTISIN ; 
RESEARCH FOUNDATION. 


The 178 items listed include research r - 
ports, books, speeches, conference prc - 
ceedings, etc. Annotations describe th: 
contents, title, date. Name index an! 
subject index included. Free to bot! 
members and nonmembers of ARF. 
Write Advertising Research Foundation, 
Inc., 3 E. 54 St., New York 22. 


PAINTING CHILDREN IN WATERCOLOR. Herb 
Olsen. Reinhold. $10. 


Though basics are included, this is di- 
rected to painter with some watercolor 
experience. General notes tech- 
niques, the author’s own way of working, 
detailed working notes and illustrations 
as well as finished pieces. 128 pp. in- 
clude several b/w illustrations on each 
page, and 13 color plates. 


THE BITING EYE. André Francois. Perpetua, Ltd. 
London. $5.90, plus postage. 


128 b/w pp. of graphic satire by Fran- 
gois, plus introduction by Ronald Searle. 
In addition to the Frangois cartoons, 
there is a section of drawings, paintings 
and designs. This is the first compre- 
hensive collection of his work. Order 
from Perpetua, Ltd., Trade Counter, | 
Bloomsbury St., London W. C. 1, Eng- 
land. 


DECORATIVE ALPHABETS AND INITIALS. Edited 
by Alexander Nesbitt. Dover. $2.25. 


91 complete alphabets, 3924 initials, in 
123 page plates. Three sections explain 
and show manuscript initials as they 
were used from 8th to 15th century, 
stylistic and technical development of 
the printed initial from second half f 
15th century through the 18th, and i: '- 
tials and decorative alphabets from t ¢ 
19th century to the present. The ill :- 
trations are copyright-free. 
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When a light touch 
is needed, 


Roland Rodegast, 
me, has the faculty 
ngs of taking weight 
off heavy subjects 
der with a keen sense of 
the amusing... and 
ng- the audience. He’s an 
important part of 
the comprehensive 
ited illustration, design, 
and studio service 
in that means VOU re 
in the best 
of hands 
at Comart 
Comart Associates, 


8 E. 52 St., New York, 
PLaza 3-4130 
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CASEIN 
(COLORS, 


sein Colors in tubes. These are the original 
2sein Colors formulated and perfected 
7. Shiva. They are compounded 
a ‘rigid standards, and are permanent to li 
in gases, alkalies and acids. They are water 
_ ble, but become insoluble with time. Use 
washe, tempera, water color, 


The world famous X-acto knife ma 
brand new “carry-about” case!) 


@ Famous X-acto Knife Features! All the features 
of the famous interchangeable Blade X-acto Knife. 
Takes 3 styles of surgically sharp biades—specially 

designed for precise cutting and slitting operations. 


© $o Safe! Crystal clear ‘‘See-Thru’’ Plastic Cap 
reveals the biade. No mistaking it for anything 
but.a knife when carried with other capped 
instruments. 


©@ Always Convenient! Just clip it to pe 
pocket and carry it with you everywhere 


For yy in efficiency, 
accuracy and switch to X-acto! 


(Here's an idea! The X-acto 

can be imprinted. 
makes an excellent business 

tite Complete details, with 

quantity sent 

upon request.) No. 3-ST 


X-ACTO, INC. 
48-97 Van Dam Street, | 
Long Isiand City 1, N. Y. 

Enclosed is $1.00. Please send 
me a PenkKnife with the num- 
ber. (specify #10, 11 or 16 


blade) biade and free illustrated 
catalog of X-acto precision knives, 
blades, and tools. 


Zene__. State__. 


DESIGNERS’ MAT. 
WATER COLORS 


OPAQUE 
BRILLIANT 


Fine Artist Quality 
Opaque Designers’ 
Colors for illustrat- 
ing and all commer- 
cial art. For brush 
or airbrush. Selected 
palette of 45 colors 
—in % oz. glass jars. 


COLOR CARD 
ON REQUEST 


action! 
_ 
} the cap (like 
a pen) and clip 
; a, it to your 
pocket... 
| 
| | | 
«SHIVA 
WEBER) 
Sto wens’ | 
walls, glass. Introductory set of 12 x 4° tu 
plus Sorays, 2 blacks, non-yellow: 
ing whites, and Technical Data 
SHIVA ARTIST COLORS F. WEBER Cc [om 
| i LABORATORY /SANTA FE,NEW MEXICO, 
| 


INCORPORATED 


206 EAST 65 STREET, NEW YORK CITY e TE 8-3300 


At Pagano Incorporated we have as a main shooting area 
50’ x 75’ x 130’. We have three additional spaces whose 
mean average is 25’ high x 40’ x 16’ that are photo galleries 
within the main building. This building covers an approxi- 
mate area of % of a city block and within the building 
are incorporated: 1 A complete art department that does 
art work, retouching, mechanicals and related art work. 
2 Complete facilities for bleaching and retouching of ekta- 
chrome transparencies. 3 A department for producing dye 
transfers and type ‘‘C’”’ prints. 4 A full carpentry shop and 
personnel to operate it. 5 A machine shop area that can 
turn out metal work for photography purposes. 6 A paint 
spray area. 7 Fitting rooms where models are fitted and 
clothing is altered under the supervision of a staff member. 
8 A casting group responsible for programming people in 
our business for the right situation photographically. 9 Four 
stylists on staff who locate props and have entree in deco- 
rating establishments. 10 Five photographers who are 
responsible for production on studio level with varied job 
specialties. 11 A managing art director whose professional 
qualifications bring him into the creative area for our 
clients. 12 Storage space within reason for keeping props 
and equipment for studio operation. 13 A full shipping 
department with a shipping manager and four assistants. 
14 Complete trucking to pick up and deliver. Ours is a 
service group and we hope that through this run down we 
at Pagano Incorporated may serve you. 


PAGANO INCORPORATED IS REPRESENTED BY 
MARVIN SAUNDERS | CLINTON WOOD 
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FOR NEWS GOTHIC 


N for neatness—typographic neatness 
borrowed from the ancient Greeks and 
Romans. More appropriately labeled 
“Sans Serif” or Block,” the Gothic letter 
forms are derivatives of the plain, ‘serif- 
less” lettering peculiar to early Greek 
and Roman stonework. News Gothic is among 
the most popular of the many Gothic faces, 
being a later refinement of the original forms. 
The craftsmaniike simplicity and superb 
readability of this face can most readily be 
seen through the faithful reproductions of 


NEWS GOTHIC 
MONOTYPE 


ABCDEFGHIJKLMNOPQRSTUVWXYZ&abcdefghijkimnopqrstuvwxyzfi $1234567890 


Monotype offers a true reproduction af 
the original type design, correct fitting 
of character, perfect alignment of type, 
and uniformly, typographically correct 
word-spacing. And Monotype gives you 


more flexibility in fitting type to space, too. - 


About a 10% saving in lineage is average. 
This typesetting method gives you a sharper, 
cleaner, more craftsmanlike reproduction. 
And please note the attractive News Gothic 
Italic, News Gothic Bold and News Gothic 
Bold Condensed in which parts of this ad 
are set and newly available on Monotype. 
Lanston Monotype Company, a Division of 
Lanston Industries, Incorporated, Monotype 
House, G Street Below Erie Avenue, P.O. 
Box 4768, Philadeiphia 34, Pennsyivania. 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& abcdefghijkimnoparstuvwxyz $1234567890 


ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijki 


what’s new 


FILMOSTAT BROCHURE in 8 pp., 2 colors, 
describes the compact economy version 
of the larger Statmaster. Filmo-Stat is a 
stat camera, film process camera, en- 
larger, contact printer, and lucy incor- 
porated into a fully equipped portable 
darkroom that occupies 48”x48” of floor 
space. Also offered without darkroom for 
installation through existing walls. From 
Statmaster Corp., 3552 E. 10 Ct., Hialeah, 
Fla. 


LIQUID PRESSURE SENSITIVE ADHESIVE that 
can be sprayed onto nearly any material 
which can then be affixed to most sur- 
faces, is Spray-Grip. User holds 5-in. high 
can about 2 to 5 in. away from the mate- 
rial and pushes the valve, after 30 sec. the 
material is pressed onto the surface. Qual- 
ities claimed: easy repositioning of items, 
transparency, nonstaining, odorless, non- 
toxic. From stationery stores, or Avery 
Label Co., 117 Liberty St., New York. 


CRONAR POLYESTER GRAPHIC ARTS FILMS, 
their history, and in-shop uses as de- 
scribed by actual users across the country, 
in a booklet, “Four Years of Cronar Films 
for the Graphic Arts.” Du Pont sales of- 
fices, Atlanta, Chicago, Cleveland, Dallas, 
Los Angeles, New York, Toronto, Walt- 
ham, Mass., Wynnewood, Pa. 


20 LABEL DESIGNS with borders printed in 
gold or silver ink and ready for copy im- 
print, are offered by Allen Hollander Co., 
Inc., 385 Gerard Ave., New York 51. They 
are “able-stik” pressure sensitive, come in 
five sizes and four shapes: round, oval, 
square and rectangular. Border treatment 
differs for each of the 20 designs. Litera- 
ture and prices from Hollander. Also 
available: an automatic dispenser which 
dispenses 2000 or more labels an hr. This 
is the “able-stik” 2-Way Dispenser. It 
strips the backing sheet from pressure 
sensitive labels and feeds them ready for 
application. 


BLACK LINE INTERMEDIATE PAPER which offers 
fast speed and reprint density for in- 
creased print production is 102 ITF, de- 
veloped for drawings, office copying, et. 
Advantages are listed as: extremely high 
opacity for greater covering power wi! 
ability to pick up fine detail from wee 
pencil line tracings; 100% rag conte:.t 
high quality tracing vellum base offe s 
good drawing surface for pencil or in. 
and gives high durability; etc. Ozali ‘ 
Div., General Aniline & Film Corp., ¢ ' 


Corliss Lane, Johnson City, N. Y. 
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total realism... 
on Wausau’s Everest Text 


Reproduced with such complete faithfulness, the Cellutex 400" napkin below virtually | 
asks to be lifted right off the page. To assure this ‘nearest thing to actual sampling” effect in 

its national insert ad campaign, Hoffmaster Company, Inc., selected startling white Everest | 
Text. Capturing and radiating the full richness and softness of this handsome white-white 

napkin is no easy task. But we believe you'll agree that this fine Wausau sheet does it | 
beautifully. Isn't this the kind of total realism you want in your printed pieces, too? 


turn page please 
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verest 


@XT is a brilliantly whiter and brighter sheet with outstanding opacity, foldability, 


and printability. Ideally suited for either offset or letterpress. Stocked in sizes and weights shown below(samples 


on request). 


Standard Sizes 


Substance 


DISTRIBUTED BY 


Alexandria, La. Bancroft Paper Co. 
Baltimore, Md. Stanford Paper Co. 
Baton Rouge, La. Bancroft Paper Co. 

General Paper Co., Inc. 


Bellows Falls, Vt. 
Mt. Kilburn — Co., Inc. 
Paper Corp. 
Piigrim Paper Co. 
Shawmut Paper Co. 
Brooklyn, N.Y. 
tice Nocks Pape? Co., Inc. 
Buffalo, N.Y. 
The Union Paper & Twine Co. Inc. 
Cedar Rapids, lowa 
Evans Paper Co. 
Charleston, West Va. 
The — Paper Corp. 
Charlestown, M 
Warren L. Wheelwright Paper Co. 
Chicago, lll. Berkshire Papers, Inc. 
La Salle Paper Co. 
Reliable Paper Co. 
Warner Paper Co 
he Chatfield Paper Corp. 


Columbus, Ohio 


The Scioto Paper Co. 


risti, T 
Corpus Ch 


Dayton, Ohio 


The Chatfield Paper Corp. 
Jensen Paper Co. 


Denver, Colo. 
Des Moines, lowa 


Newhouse Paper Co. 
The Union Paper & Twine Co. 
of Mich. 


Fargo Paper Co. 
Fernwood, Pa. Pontiac Paper Co. 


Fort Wayne, ind. 
he Chatfield Paper Corp. 


Detroit, Mich 


Fargo, N. D. 


Fort Worth, Texas 
Western "aper Co. 
Arrow Paper Co. 
Galesburg, Ill. Wilson Paper Co. 
Galveston, Texas : 

ia Paper Co. 


Magnolia 
Grand Fork, N.D. Fargo Paper Co. 


Grand Rapids, Mich. 
Grand Rapids Paper Co. 


Freeport, til. 


Paper Co. 
Dallas, Texas Western Paper Co. 


Great Falls, Mont. 
Great Falls Paper Co. 
Green Bay, 


Wis. 
Steen Macek Paper Co. 
Hartford” Ind. 
e Chatfield Paper Corp. 


Huntington, West 

The chat Corp. 
Indianapolis, In 

Chattield Paper Corp. 


Jackson, M 
The Union Paper & Twine Co. 


Jackson, Miss. Barefield Paper Co. 


Kansas City, Kan. 
Wyco Paper Co., Inc. 


Kansas City, Mo. B & J Paper Co. 


Kingsport, Tenn. 
The Chatfield Paper Corp. 


Los Angeles, Calif. 
me Columbia Paper Co. 
The Chatfield Paper Corp. 
Lubbock, Texas Western Paper Co. 


WAUSAU BOND +» WAUSAU BOND ENVELOPES » WAUSAU MIMEO 
WAUSAU DUPLICATOR - WAUSAU LEDGER - WAUSAU INDEX 
WAUSAU TEXT and COVER + EVEREST TEXT and COVER 
WAUSAU TEXT ENVELOPES - BROKAW OPAQUE OFFSET 
BROKOTE + EXACT BOND + EXACT MIMEO + EXACT 


DUPLICATOR + EXACT LEDGER - REGISTER BOND + SPECIALTIES 
AND WAUSAU'S COMPLETE LINE OF CUT-SIZE OFFICE PAPERS 


WAUSAU PAPER MILLS COMPANY 
at BROKAW, WISCONSIN 


PS-13 30M 1260 Printed on EVEREST TEXT/White Vellum/80/two-color press run at approx. 4500 IPH. 


Finish (grain underlined) Basis 25 x 38 Colors Pertinent Data 
23 x 29 
Vellum 
23 x 35 
(Vellum) Minimum order: 
with 25 x 38 70, 80 White one (1) carton of 
“Snow Crest" only one standard size 
or 35 x 45 
“Ripple” — 
Finishes 38 x 50 
basis 20 x 26 coverweight 
Vellum 20 x 26 
(Vellum) 23 x 35 
with 65, 80 White Same as above 
“Snow Crest” 26 x 40 only 
Finish 35 x x 


McAllen, Texas Magnolia Paper Co. 


Madison, Wis. Westport Paper Co. 
Milwaukee, Wis. 

Reliable Paper Co. 

Sensenbrenner Paper Co. 


Minneapolis, Minn. 
Minn. Paper & Cordage Co. 


Minot, N.D. Fargo Paper Co. 
Moline, til. Carlson Brothers 
Monroe, La. Bancroft Paper Co. 


Nashville, Tenn. 
Clements Paper Co. 


Natchez, Miss. Bancroft Paper Co- 
Neenah, Wis. Sawyer Paper Co. 


New Orleans, La. 
Sam A. Marks & Co. 


New York, N.Y. 
Perkins-Goodwin Co. 
Oakland, Calif. Bayside Paper Co. 
Phoenix, Ariz. 
Grand Canyon Paper Co. 


Pine Bluff, Ark. 
Smith Paper Products Co. 


*TRADEMARK 


Pittsburgh, Pa. 
Brubaker Paper Co. 
The Chatfield & Woods Co. 


of Pa 
Portland, Ore. 

_. Paper Mills of Ore. 
Providence, R.1. Roberts Paper Co. 
Rochester, N.Y. 

The Printers Supply House 

Rockford, Ill. 
Northland Paper Co. 

St. Louis, Mo. 
Shaughnessy-Kniep-Hawe 
per Co. 
St. Paul, 

inneso 
Cordage Company 
San Diego, Calif 


Columbia Paper Co. 
Shreveport, La. Bancroft Paper Co. 
Tyler, Texas Western Paper Co. 


Visalia, 
ey Paper Co., Inc. 
Washin, 
con ‘Sientora Paper Co. 


Wausau, Wis. Paper Specialty Co. 
Paper Corp. 


Winston-Salem, N. C. 
The Chatfield 


Ari Dis 


J 
> 
SPECIAL SIZES OF PAPER AND COVERWEIGHTS: Minimum order: sixtean (16) cartons of one size, 10% penaity upcharge added on orders of less than 
5,000 Ib, SPECIAL WEIGHTS OR COLORS: Consult mill for acceptance. 
| Beaumont, Texas 
Magnolia Paper Co. 
Hicksville, N.Y. 
Capstone Paper Co. 
{ Houston, Texas 
i 
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MORTON GOLDSHOLL 


LAYOUT BY MORTON GOLDSHOLL FOR MAGAZINE AD ON KIMBERLY-CLARK CORPORATION'S “ERASABLE BOND” 


I’ve tested and tried to my heart’s content. 
Blair Spray-Fix does meet all the require- 
ments that a fixative should have. It seems 
to work better than any of the others in cover- 
ing, dulling the surface, waterproofing and 
drying. It does not curl the paper, make the 
medium used run or become discolored. I 


would recommend it. © © 


Morton Goldsholl 
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SAVE ONE HALF 
ON THE WORLD’S 
BEST PRODUCTION* 


LUCII 


You save at least one half when you 
purchase a Lucygraf because there are 
no middlemen, distributors, discount 
arrangements or hidden mark ups. 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formula that 
has been selling Lucygraf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 


Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 


SPECIFICATIONS 

LENS, Wollensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
for four times up and 4 times down); FOCAL 
PLATE 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits flush, 
piano hinge; CABLE CONTROLS of vinyi cov- 
ered steel strand; HOOD, grey vinyl, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 


THIS 1S THE 


*No other “luci” machine can 
out-perform Lucygraf! Instant- 
set calibrated cable controls 
give more precision and sharper 
focusing control. 


00 sbove.) 
FULL PRICE! % Complete with 
(Not just a monthly payment!) ready to operate. 


EVERY LUCYGRAF IS SOLD DIRECT ONLY! 
with a 10-DAY MONEY-BACK GUARANTEE! 


HOW TO ORDER 

FULL PAYMENT WITH ORDER... 
$198.00. We wil! ship prepaid in 
U.S.A. 

PAYMENT PLAN...$100.00 pay- 
ment with order. Balance in two 
equal monthly payments ( 60 
days). Send Bank Reference. 
Shipped F.O.B. Los Angeles. 

In California... add 4% Sales Tax 


LUCYGRAF MANUFACTURING COMPANY 


MODEL “B”’...$278.00 
Gives an additional 172 
sq. inches on both focal 
plate and copy board. 
Includes a 4x 5” trans- 
parency holder in the. 
copy board. 
Pay one half with order 
on payment plan. 
($139.00) 


1929 N. Hillhurst Ave., L.A. 27, Calif. 


The February cover 


The new “SI” insignia of the Society of 
Illustrators is the basis for this issue's 
cover design,—as it has been for all the 
graphic design of the Illustrators ’6] 
Exhibition. 

It was designed by Bradbury Thomp 
son. The letters “S” and “I” symbolize 
“art” in all-inclusive fundamental terms: 
The “S” represents qualities of move 
ment versus the “I” qualities of stability 

. . or the esthetic versus the geometric 
... the baroque versus the classic . . . line 
versus mass . . . black and white versu: 
color . . . etc. 

The letters were conceived withou: 
reference to either traditional or con 
temporary letter forms, but to emphasiz: 
the diverse individual qualities of each. 

The insignia has also been applied & 
the tableware of the Society's dining 
room and is to become the flag on th. 
facade of the SI building. Its application: 
to curtain fabrics and napkins is appar 
ent in its multiple repeat pattern. 

Its simplicity and practicality in respec: 
to color registery :aake its reproduction 
possible in all mediums and on all mate- 
rials. 


Bradbury Thompson is a consulting 
art director and designer. He is a visiting 
critic at the Yale University School of Art 
and Architecture and has been a member 
of the Board of Governors of the Phila- 
delphia Museum College of Art. 

Mr. Thompson is a consultant for A’t 
News, West Virginia Pulp and Paper 
Company, Ford Motor Company, M-- 
Graw-Hill Publications, Famous Write's 
School, etc. He has redesigned more th? 1 
a dozen national magazines and h.s 
assisted in the development of “corpora © 
image” programs for leading organi - 
tions. ? 
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72 pc int (60 point available) 


design 


48 point. 


now available 


36 point (30 point available) 


from your dealer: 


24 point 


Craw Clarendon Condensed 


18 point (14 point available* ) 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijkimnopqrstuvwxyz& 


$12345678906% 


Avaluable addition to a growing family 
of modern designs! 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
abedefghijklmnopqrstuvwxyz. ..,:;-!?°’"”- 


agt ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
abcdefghijklmnopgqrstuvwxyz ..,:;-!?°""—- 
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Samuel Goldwyn 


We also make 
dye transfers 
and duplicate 
transparencies. 
Norman Kurshan 
Color Service, Inc. 
8 West 56th St. 

lew York City 19 


i ‘or Gabe Wilner at 
WWdson 6-0035 


Albert Dorne 


The best advice 
_ you can give 
a young artist 


OU can help promising young 

members of your art staff ad- 
vance their development several 
years--make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 
free information offered below? 


WINSOR & NEWTON’S 
DESIGNERS’ GREYS 


Now added to Series #1 
Winsor & Newton’s 


Designers’ superfine gouache colors- 
a range of 5 neutral greys 


for general application and 
photo re-touching. 


Ask your local dealer for 
free description leaflet #115 
or write direct to us. 


W NL WINSOR a NEWTON INC. 
881 BROADWAY 


NEW YORK 3, N.Y. 


ARTISTS MATERIALS 
MADE IN ENGLAND 


Canadian ts: THE HUGHES OWENS CO., LTO. Head office, MON t 
Gasttornton THE SCHWABACHER-FREY CO., SAN 
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| Whitcomb Studio 5324 Westport, Conn. | be 
Ven Schonidt Send me, without obligation, 
; | information about the courses you offer. | ab 
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we TALL 


All enduring works of art have one thing in common: their pre-eminence 

is the result of the skillful coordination of perfected detail. An advertising classic, 
for instance, is a balanced perfection of layout, copy and illustration, the latter 
invariably being an engraving of outstanding effectiveness. Beck engravings offer 
dependable factors in helping advertisers to achieve this ideal. Many of America's 
leading agencies specify “engravings by Beck" because they have faith in our « 
ability to deliver the ultimate in fidelity of reproduction. They share our belief 
that every job worth doing is worth doing well . . . in every detail. 


The Beck Engraving Company, Inc., Philadelphia, New York, Boston 


| 


TEAMPLAY! 
many 
specialized 
talents 


coordinated 


to produce 

a winning 
team for 

the visual arts 


34 South Seventeenth Street, Philadelphia 3, Pa. LO 4-4681 


ERIK SIMONSEN 
agent for photographers, 
artists, designers, sculptors 
140 E 56 Street N. Y. C. 22, 
EL 5-4295 

contact Erik Simonsen 
Joan Greenberg 


trade talk 


ART DIRECTORS ®ALTIMORE: Hary 


Zepp. life honorc y 
member and a past president of BADC, nc w 
in Raleigh, N. C. He used to be a VanSc at 
Dugdale AD, later went to Henderson agen y 
in Greenville, S. C. . .. Tom Parlette was / D 
for Emery Advertising’s Fidelity & Depc :it 
Co. ads which won gold award from Affiliat od 
Advertising Agency Network. Blakeslee-La e 
did the photos ... CHICAGO: Fred Wahl fr: n 
Aubrey, Finlay, Marley & Hodgson to Ho! z- 
man-Kain . .. JWT ADs and AEs holding fi ie 
arts classes . . . Randall Roth. who design. 
all the literature for the ADCC 28th show, nc w 
ADing new trade magazine, Plastics Desi ;n 
and Processing. First issue due April 1. P:b. 
lisher is Lake Publ. . . . Artists Guild Day is 
to be held this month . . . Harry Smedley. ::., 
from collateral to print, at Leo Burnett . . . Ri-h- 
ard Borgstrom from Waldie & Briggs to B :r- 


nett as collateral AD .. . Jean Mertz named 
creative head, promotion dept., Field Enter- 
prises newspapers .. . Matt King is AD at 


King Korn Stump Co., succeeding Bill Hartford, 
now a motel manager .. . Lenn Redman closed 
his studio, but did not retire, as erroneously 
reported. Now a theatrical agent, he is also 
doing caricatures at sales meetings, conven- 
tions, parties, etc. Call WH 4-2650 . . . COLUM. 
BUS: Richard Lewis promoted to AD at Harry 
M. Miller. Lewis is president of Columbus 
ADC and special activities chairman of 
Columbus Advertising Club. . . . Gordon E. 
Odwarka left Beacon Mutual Indemnity and 
the American Select Risk Insurance Co. for 
Charles E. Merrill Books, a subsidiary of 
Prentice-Hall International. He is asst. adv. 
mor... . DALLAS: Ray Glass now AD at Don 
L. Baxter. Glass had been an instructor at St. 
Michael's College and a graphic design for 
Everline Instruments, Santa Fe . . . George 
(Curt) Davison promoted to senior AD at Bax- 
ter... DETROIT: Allen McGinley from C-E to 
K&E . . . Pat Hudson of MJA won 4th prize in 
Popular Photography's $25,000 international 
picture contest. His $500 prize was awarded 
for a photo of his daughter which appeared 
in the December issue . . . MJA sponsors sketch 
class at Bloomfield Photographic, 7-9 p.m. 
open to all ADs in the Detroit area. Contact 
Bob Rogers, at MacManus, John & Adams, 
Woodward & Long Lake Rd., Bloomfield Hills 
. . . EVANSVILLE, IND.: Lloyd L. Duke has 
been promoted to director of creative services 
and design for Mead Johnson's Metrecal div. 
He is succeeded as design director by 
Charles A. Gnaegy. upped from mancyer, 
visual design. Gnaegy is a member of ADC 
of Indiana and the graphic committee of 
Evansville Museum of Arts and Sciences .. - 
FT. WORTH: Patricia Ann Austin promote 3 to 
AE for Read-Poland. She had been AD anc PM 
... Farris McBee from Welex to Read-Pc ind 
. . . LOS ANGELES: Jeanne Rains, fo: ner 
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CALL THE MAN FROM 


| 
cred 
ind . 
MARQUARDT 153 SPRING STREET, NEW YORK 12. CAnal 6-4562 ® 


MARTIN D. GLANZMAN STUDIOS 10 £.40 ST. NY. 16. NY. MU 9-0887 


eand the 
musicians e 
from classical 
to pops e 
food 
photography e 
\edesign 
and art. 


Why loose sleep worrying whether 
color work will be ready on time? fl 


Instead, go right to K & L 

with your requirements for Dye 
Transfers & Ektacolor (“C”) prints 
for reproduction, comps, 
displays, color processing, 
flexichromes, transparencies, slides 
and filmstrips. Be sure of finest, 
exact color reproduction 

delivered on time. Discuss problems 
with K & L’s top technicians — 

Sam Lang and Len Zoref. 

Call or write for free color Data 
Handbook and complete Price List. 


Lisunsnan 


color service, inc. 
Dept. 2 


10 East 46th Street, N. Y. 17, N.Y. 
Murray Hill 7-2595 


AND ANG 


head AD of seven May Co. stores in southern 
California, now AD with K&E . . . MEMPHIS: 
Ed Bailey did the almost 300 2-color illustra 


“tions and diagrams for Cary Middlecoff's new 


book, Master Guide to Golf, published by 
Prentice-Hall . . . NEW ORLEANS: Edwarc 
Curtis, formerly AD at FCB, now director o 
creative services, Walker Saussy Advertisinc 
...NEW YORK: DDB named Helmut Krone 
and William Taubin vps. They are group ADs 
Agency announced its proportion of vps tc 
total staff is among lowest in the field. Las 
time vps were appointed was 3 years ago. 
the interim, personnel and billings have mor 
than doubled . . . Herbert H. Clark named a: 
AD at NLB ... Richard J. Ross rejoined Geyer 
Morey, Madden & Ballard. He had spent « 
year with Maxon . . . George Spindler prc 
moted to vp at Gaynor & Ducas . . . Jack Wolli 
gang Beck replaces Abril Lamarque as AD co 
Beachcomber. Everett Aison is asst. AD. Bec! 
& Aison are also in Beck's consultant desig: 
organization . . . Sol Harrison, a freelance an« 
staff designer/consultant for many firms, nov. 
also heads design, packaging and art dept 
for Licensing Corp. of America. LCA wa: 
formed by Jay Emmett Associates, Stone Mer 
chandising Associates and Syd Rubin Enter- 
prises. The new company is a character mer- 
chandising firm . . . Frank Mayo has left Mon- 
ogram Art Studio where he was head AD, to 
freelance as graphic designer and consultant, 
at 18 W. 55 St. . . . John Spamer from JWT to 
Pack .. . Guth, Francis & Richards celebrated 
its 2nd birthday. Chester Morris is AD... 
Seymour Leichman now with Ehrlich, Neu- 
wirth & Sobo as exec AD .. . Arnold Krigsman 
now AD of Myers, Anderson & Strong... 
Frank Frollo from Grayson Robinson Stores to 
Sales Letters . . . PROVIDENCE: Leslie Bea- 
ton left C&W where he was a senior AD for 
Noyes & Co.... 


ART & DESIGN BALTIMORE: Rosalie 
Leach now with R. W. 


Lapham Associates . . . Top Art Studios at 
Towson added a fulltime writer, Rudy Parks 
. .. Silver awards presented by Affiliated Ad- 
vertising Agency Network to Emery Adver- 
tising were for Baltimore Federal’s scratch- 
board illustration newspaper ad, art by 
Walton & Hoke: Baltimore Federal’s consumer 
ad, art by Lionhill Studio: WFBR Radio's Bal- 
timore Radio File brochure, art by R. W. Lap- 
ham & Associates: Ox Fibre Brush Co. catalog 
sheets, art by Warren Somerville, Bob 
Thomas of Major & Keesey Studios, and pho- 
tos by Mettee Studios. Mettee photo also in 
silver award winning consumer ad for Carr- 
Lowry Glass Co. .. . Ken Blair won a certifi- 
cate award for Natl. Brewing Co. in 1950 
Lithographers & Printers Assn. competitica. 
The design winner was a window valar.:e 
decal entered and printed by Meyercord. . 
Dick Goertemiller opened new studio at 4 5 
St. Paul Pl. PL 2-8539 .. . Ann Hardy Mill-:. 
who won the experimental category award n 
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GOTHIC 


Why argue? Everybody wins with SPEEDBALL. Five styles and 36 points . . . 4 Steel 
Brushes . . . give you the widest choice of lettering combinations or anes drawings eal 
a flair. For professional work specify SPEEDBALL. RF 


C. HOWARD HUNT Pen oo Camden 1, N.J. 


ROSS SCRATCHBOARDS & 
DRAWING BOARDS 


TELEPHONE Cl! 5-6489-90 


TULIO G. MARTIN STUDIO 


58 WEST 57TH STREET 


NEW YORK 19. N. Y. 


I've used all of the Ross products in my 
work, and have found them indispensable 
where quality is a “must”. 

Roy P. Madsen 


transparency retouching 
Available at your local Dealer or Write for Brochure color correction 


assembly 
CHARLES J. ROSS COMPANY 
1525 Fairmount Avenue Philadelphia, Pa. 
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SUCCESSFUL 
ARTISTS USE CRESCENT 


ILLUSTRATION BOARD 
CHARCOAL BOARD 
BRISTOL BOARD 
T.V. BOARD 
COLORED DRAWING BOARD 
WATER COLOR BOARD 
MAT BOARD 


see your Crescent quality dealer... 


1240 N. Homan Ave./Chicago 51, Ill. 
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the ad art show last year while a senior at 
Maryland Institute, now on design staff of 
VanSant Dugdale . . . Ed Kramer has left 
Kramer-Bodine and Associates after 22 years 
of partnership. Kramer will work from his 
home, 2645 Purnell Dr., WI 4-1109. Studio 
continues . . . BOSTON: Paintings by Frank 
Pearson are on view to Feb. 18 at Nova Gal- 
lery, 27 Stanhope . . . Typographic design 
of Hermann Zapf will be at the Museum of 
Fine Arts, Mar. 1-31 . . . BROCKTON, MASS.: 
Brockton Art Assn.'s 4th annual winter show, 
Feb. 18-Mar. 3. All media. Deadline, Feb. 10. 
Fee is $3, there will be cash awards, and the 
show is juried. Details from Robert Collins, 
Box 97, Bryantville, Mass. . . . CHICAGO: 
Karl Fink. immediate past president of Pack- 
age Designers Council, presented the PDC 
Industry Award to John Morrell & Co. for 
“successful integration~ of packaging into 
total marketing.” Morrell president W. W. 
McCallum accepted the award at presenta- 
tion dinner. Morell’s packaging design con- 
sultant Robert Sidney Dickens was present... 
December issue of Brewers Digest carried 
article by Dr. Michael Maccoby attacking Dr. 
Ernest Dichter's The Strategy of Desire. “Dich- 
ter's business deserves the title not of mo- 
tivational research, the science of inquiry 
into real human motives, but of ‘seduction 
research’ . . . Folding Paper Box Assn. will 
show 1961 Folding Carton Competition entries 
Mar. 20-22 during FPBAA annual meeting, 
Drake hotel. Exhibits open to public Mar. 23 
. . . Lithographers & Printers Natl. Assn. 11th 
Awards exhibition at Hamilton hotel, May 
16-19 . . . Jeannette A. Burke, exec secretary 
for-Artists Guild, had been with Wicklander 
Printing Corp. She had been chairman of 
the AGC 1958 directory committee, AGC treas- 
urer, and is on the Bulletin staff . . . CINCIN- 
NATI: Contemporary Arts Center will open 
a retrospective exhibition of Ladislav Sutnar’s 
work in April. It will be a traveling show... 
KANSAS CITY: Pollard & Hamer moved to 
2727 Main St., announced it in mailers holding 
tipped real quarters (money) . . . LOS AN- 
GELES: Asger Jerrild gave up art for a res- 
taurant—The Danish Table, in Beverly Hills 
... Milt Feldman’s studio now at 7458 Beverly 
Blvd., WE 8-3848 . . . Galaxy Advertising 
and Jim Millard now at 3717 Wilshire Blvd., 
DU 5-2971 .. . Bob Donahue from Hughes Air- 
craft to Space Téchnology Labs . . . Tom Jen- 
nings to 170 E. California St., Pasadena .. . 
NEW YORK: Arthur J. Foster was re-elected 
to 4th term as president of Art Students 
League. Mrs. Edith Jay was re-elected 
women's vp. George Hicks replaces Francis 
J. Barber as men’s vp. Three new board mem- 
bers are Mrs. Elise McManus. Mrs. Annette 
Fish, and Sheilah Malone . . . David N. Brad- 
(continued on page 86 ) 


FLEXICHROME 


AND 


DYE TRANSFER 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST_N-Y.C - MU 3.5052 


LARRY KERBS StUDI0 


311 West 43rd Street, N. Y. JU 6-4418 


GRAPHIC DESIQN FOR INDUSTRY 


STAYS CLEAR 
FOREVER 
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CLEAR 
CARDBOARD | ooper . 
| SCHOOL OF ART 


NO SNAPPING, SKIPPING 
CRUMBLING or CRACKING 


Just the smoothest, richest lines you've ever drawn- 


THAT'S A GENERAL PENCIL! 


TRUE 


~ 


Pie 


ichrome”: 


Test-Draw one today. 
Discover how a General 
Pencil keeps a sharp point 
longer, draws smoother, 
resists breaking and crum- 
bling. Amazing, too, how 
General Pencils make ideas 
come alive in the richest 
crispest lines you ever saw! 
CThere’s a General Pencil 
that helps solve every art 
problem ... cleaner, neater, 
faster and easier. Your art 
supply dealer has them all. 

See him today! 


GENERAL'S Layout Pencil * US.A.-N° 555 


i 


KIMBERLY DRAWING PENCILS in corasen. SKETCHING PENCIL — HB- 

and Extra B Layout Pencil. GENERAL’ LAYOUT in- 
Kine MBERLY GRAPHITE STICKS (Square tense, 
& Rectangular) 2B-48-68. CARBON pti 
MULTICHROME Colored Drawing Pen- FLAT SKETCHING PENCIL — 2B-4B-6B. 
cils in 50 Brilliant Colors. 


GENERAL'S DRAWING PENCIL KIT — An all-purpose sketching kit with 
4 versatile assortment of drawing aids. 


For FREE SAMPLES write on your letterhead to: 


(GENERAL PENCIL COMPANY 


69 FLEET STREET, JERSEY CITY 6, N. J. 
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needed: 


PILOT’S 
MANUAL 


for a 


SPACE 
SHIP 


(will you be the technical 
illustrator who prepares it?) 


Right now skilled technical illus- 
trators are preparing the thou- 
sands of manuals and visual aids 
so necessary for assembling highly 
complex missiles and supersonic 


jets. 

Soon they will be called upon to 
prepare the first pilot’s manual for 
space ships. Sound like - exciting 
problem? It is... but only for those 
with the special training to solve it! 


New 1-Vol. Technical Illustration Course 
Points the Way to a Rewarding Career! 
Here is all the you 
need to open th to the excit- 
ing world of tochinloal illustration. 
It’s TECHNICAL ILLUSTRATION the 
authoritative ‘how to’ written by 
Anthony D. Pyeatt, Publications 
Engineer of the Nike Systems Proj- 
ect Office at Douglas Aircraft. 


TECHNICAL ILLUSTRATION takes 

you step by step in easy-to-under- 
stand language 
through various 
stages of technical 
drawing. 
TECHNICAL ILLUSTRATION, 
paper bound, 125 
illustration - packed 
pages. $5.00 Postpaid. 


Get your copy of Technical 
Illustration today. At your 


dealer or direct from 


HIGGINS nx co, inc. 


271 Ninth St., Brooklyn 15, N. Y. 
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ANOTHER NEW PHOTOPROCESS LETTERING STYLE... 


Design out Headline 
Design our Headlines Carefully 
wut 
Design out’ Healines 
You Headlnes 
Design YourtHeadllnes Carefully 


Design Your Headlines Carefully 
HEADLINERS 


THE HEADLINERS INTERNATIONAL INC., 216 EAST 45 STREET, NEW YORK 17, N. Y. 


NEW YORK 
TORONTO 
DETROIT 

LOS ANGELES 
CLEVELAND 
CINCINNATI 
PITTSBURGH 
DALLAS 
BOSTON 
ATLANTA 
INDIANAPOLIS 


make 
switch 
! photostats 
photo 
murals 
blowups 


What makes Regina different? In a 

word (and what a word) — QUALITY! 

Our stats sparkle with sharpness 

and clarity — our mattes and glossies 

are superb reproductions of your 

» original copy! Combine this with 

‘egina’s famous jet-fast delivery 
service and we guarantee to make the ‘ 

most negative personality positive. 

15 EAST 48th ST. * 280 MADISON AVE. + 111 WEST 57th ST. 

Plaza 2-0860 * MUrray Hill 9-8332 © Circle 7-4208 


business briefs 


ad/art wonders about ’61 
as recession lingers, spreads 


The supposedly wonderful ‘60s are getting some 
unwanted bumps. Before the election 
there were arguments about whether to 
call it a recession or whether things 
were never better. The arguments melted 
by year’s end as unemployed climbed 
toward the 5,000,000 mark. 

Adding discomfort to the jobless totals 
was the persistency of the high level, fact 
that many workers have exhausted un- 
employment benefits. 

Business publications are calling for 
“efforts to tide over unemployed workers 
. . . to help cushion business.” In other 
words, extended unemployment benefits. 


Add to this cuts in capital spending, inventory 
liquidation, falling shipments from man- 
ufacturers and the year that came in like 
a bull went out like a bear. 


That trouble is no longer in just a few chronically 
depressed areas is underscored by reports 
on more cities over the 6% jobless level. 

Softest spots are in hardest goods. Ma- 
chinery manufacturers and metal fabri- 
cators, steel and durables cutting the 
most. 

It may be early to hope, but end-of-year 
auto sales were high, may spark a turn- 
about. 


Meanwhile, art studio billings, as reported in 
CAM Report, were dropping sharply 
but less than seasonally in October and 
November. For the ad/art field the word 
for 1961 is “uncertain.” 


Many studios ride well above or well below 
the CAM Report averages. Some of the 
big exceptions: design studios tend to 
have fewer, slighter, shorter slumps than 
large general services, and the whole 
Southern California ad/art business is de- 
pressed. For October, for example, only 
one studio from that area reported that 
billings were ahead of the 1957 level. 
Area dropped to 80% of the '57 point. 

Company art departments have grown 
there, and these could be hurting. Some 
departments have staffs in the hundreds. 
Inefficiency so far gets by thanks to cos:- 
plus arrangements between aircraft etc. 
companies and the goverment. But stv- 
dios and taxpayers suffer. 

Most other areas don’t have the sam. 
kind of company department setup. Mor: 
experienced companies set up depar' 
ments largely to plan and buy, or to cop” 
with work that is on a steady flow. € 
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Taboo-breaker Distorted reflection of 
liquor ad Gordon’s Gin marks 
first time a liquor ad 
has shown bottle and label other than 
straight. Reversed label is another taboo 
breaker. This is all one shot, not stripins. 
Credits: AD O. Paccione, copywriters 
Sam Abelow and Dick Goodman, Grey. 
Photographer Corry. Types, Times Rom. 
B. and Times Rom. 


ABP annual awards in April 


Associated Business Publications 19th 
annual competition will present awards 
in the industrial advertising category 
April 28 and in the merchandising publi- 
cation advertising category on April 24. 
This year marks the first time the 
competition will be held in two parts. 
fwenty-one awards will be presented in 
the merchandising division which 
includes campaigns to dealers and 
distributors and which appeared in 
merchandising publications. The indus- 
‘vial division will also award 21 prizes for 
‘ampaigns which appeared in industrial, 
‘nstitutional and professional publica- 
ions. 


The Industrial judging will be held 
Feb. 14 at the Union Club, Cleveland, 
and the awards luncheon will be at the 
Hotel Statler, Cleveland. The Merchan- 
dising judging will be held Feb. 13 at 
the Merchants and Manufacturers Club, 
Merchandise Mart, Chicago. The awards 
luncheon will also be held there. 


A symbol made 
up of 4 sepa- 
rate parts, de- 
signed for modern appeal while retaining 
a shape reminiscent of ancient coins, sup- 
plants Chase Manhattan Bank’s complex 
trademark of a map of the United States 
and an inset globe. Designer also did a 
new Chase Manhattan alphabet and logo. 

Credits: Tom Geismar, Chermayeff & 
Geismar Associates. 


To represent a bank 
—a simple geometric 


Artists push implementation 
of Code of Ethics 


A recent open meeting sponsored by the 
Professional Practices Committee of the 
Society of Illustrators, New York, and 
attended by members and guests of SI 
and Westport Artists Group, explored 
recommendations and reports in several 
areas of activity. PPC chairman Robert 
Geissmann, introducing 6 other panelists 
noted the subjects were chosen by a poll 
of SI members. 
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S. B. Valentine, chairman of the SI 
ethics committee, reviewed the history of 
Joint Ethics Committee, suggested wider 
representation on JEC. Each of the JEC’s 
parent bodies has agreed to representa- 
tion of representative and responsible 
organizations not now affiliated. He said 
this would eliminate splinter groups 
which work under different codes and in 
effect nullify each other. Valentine re- 
ported JEC is working toward a closer 
alliance with 4As. American Society of 
Magazine Photographers and the Natl. 
Association of Art Services have re- 
quested representation on JEC. 


artist/agent relationship 


William Duffy, McCann-Erickson tv 
art head and JEC chairman for 1959-60, 
compared the artist/agent relationship 
in the performing arts with that in illus- 
tration. He reported that compared to 
the performing artist, the illustrator is 
backward and naive in his dealings with 
agents and in his business methods. An 
agent in the performing arts operates 
only under a franchise granted by a 
board of representatives of each per- 
forming art. Failure to meet his obliga- 
tions results in the withdrawal of his 
franchise. 

The performing arts agent must not 
only get work for his client, but he must 
also press for better working conditions. 
He gets 10% as agent, but for other 
services such as acting as personal busi- 
ness manager, he receives additional 
amounts agreed to by both parties. Duffy 
noted that an art agent gets 25%, is not 
bound by franchise or contract to assume 
responsibilities other than to get work 
for his client. To Duffy, this plus the 
artist's laxity, made the entire field look 
irresponsible, naive and out of step. 

Duffy said lawyers reported that adver- 
tisers and business had long accepted the 
right of performing artists to additional 
pay for extended use or reuse of original 
work. They won this right through their . 
organizations and agents. Artists would 
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have to do the same. The lawyers felt this 
would not be as hard to do as artists and 
agents may think. “Only their fears keep 
them from enjoying this right.” 


agency contracts & JEC 


Duffy pointed out that although the 
Code of Fair Practices recognized the 
right of additional pay, it was forthcom- 
ing only if the ad agencies so desired. 
Most agencies’ purchase-order contracts 
nullify this provision. But he also felt 
few agencies would want to go on record 
as unfair in denying this right to artists. 
He concluded that artists and their organ- 
izations have it completely in their hands 
to correct present conditions and agree- 
ments. 

Robert Chambers, co-chairman Profes- 
sional Practices Committee and JEC 
chairman, noted that additional pay for 
extended use and reuse of art was fre- 
quently commented on in returns of 
the SI poll. He said clause 11, which 
deals with this, provided JEC with some 
of their most troublesome problems, not 
in number of cases but because of its 
direct opposition to the contract under 
which every piece of ad art was bought. 
He pointed out that the clause was based 
on the same principle under which per- 
forming artists had won their rights, and 
that it had been historically recognized 
by publishers as the right of the editorial 
artist. 

Most illustrators, Chambers pointed 
out, have representatives and never see 
the purchase order, don’t know the con- 
ditions under which it was bought. He 
said that JEC feels the artist should 
make it his business to know. The artist 
should not look upon contracts as puni- 
tive and to be avoided, but as protection 
for himself, agent and buyer. 


additicnal payments made 


Chambers noted that while in about 
half the cases presented to JEC under 
clause 11 the buyer defended his legal 
right under contract to use art without 
additional payment, through mediation, 
arbitration or concession he did pay addi- 
tional to the complainant. 

Geissmann reported that 74% of the 
comments in the SI poll favored contracts 
with agents. He said PPC had found that 
ADs believed that such contracts would 
reduce their own involvement in dis- 
putes between artist and agent and would 

' improve relations of all concerned. 


Geissmann said artist/agent relations - 


are more turbulent in today’s market, just 
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as the market is more turbulent. Artist/ 
agent relationships are not really exclu- 
sive any more. Many artists will work 
through any agent, considering them- 
selves totally freelance. Agents are acting 
more like brokers, will buy and sell any- 
one. Many new problems have arisen out 
of these developments, he said. 

Geissmann reported the PPC is deter- 
mined to investigate kickbacks and urged 
members with information to report it. 
All reports would be held strictly con- 
fidential. 


a national organization 


Ray Doney, president of Westport Ar- 
tists Group, reported the interest in his 
organization, SI of Los Angeles, and the 
San Francisco artists in forming a 
national organization to improve econ- 
omic and professional standing. 

William A. Smith, chairman of Profes- 
sional Status Committee, reported PSC 
work over the past 5 years resulted in an 
administrative decision from the state 
tax commission granting professional 
status to magazine and book illustrators. 
The committee is working for the same 
decision for advertising artists. He noted 
that the favorable decision did not con- 
stitute a court precedent and could be 
changed at any time. In order to get a 
court ruling which constitutes a prece- 
dent, the committee must present a 
printed brief to the appellate courts and 
bring a case to trial. ° 

The printed report is expensive and 
the committee needs funds before it can 
bring a case to trial, he reported. Smith 
suggested a contribution by all artists, 
equal to one year’s unincorporated busi- 
ness tax, would be “a great investment.” 
Attorneys who are contributing their 
own and their firm's time without charge, 
listed things which must be stated to 
establish professional status with the tax 
commission: education, degrees, exhibi- 
tions, teaching, etc. 


model fees 


The subject of charging model fees, as 
photographers do, was discussed by 
Chambers, filling in for Tran Mawicke 
who was unable to appear. Chambers said 
artists should follow the practice of 
photographers, and list model fees in 
addition to their fees for assignments. 

Three subcommittees were organized 
to further study and draw up recommen- 
dations for artist/agent relations, addi- 
tional payments for additional use of 
art, and model fees. 


All forms of prin: 
show at Library with 3D look throug . 
of Ideas paper sculpture wer. 
shown at Mea: 
Papers Library of Ideas, N. Y. Work c: 
the following and Parsons students we; 
shown: (To contact, call or write Dwigh: 
Rockwell, Mead, 230 Park, MU 6-7200. 
Giusseppi Baggi; Marion Grainger, 
Leo Herbert Reichman Studios; Eric: 
Gorecka-Egan; Burt Groedel, Lester Ro:- 
sin Associates; Blake Hampton, Sudler 
& Hennessey; Toni Hughes; Jerome 
Kuhl; Tadeusz Lipski; Bob Murray, Lee 
Cayton, San Francisco; The Strimbans; 
Don Sheppler, Charles E. Cooper, Inc. 


Paper sculpture 


ACCUTRON 


What makes is not the question here. 
it tick What makes it hum, is 

more accurate, since this 
spread begins Bulova’s campaign for 
Accutron watches which hum, don’t tick, 
are based on timing mechanism used in 
a US satellite. Full color illustration at 
left, b/w right page. The ad was adapted 
for b/w newspaper pages and single mag- 
azine pages in color and b/w. 

Credits: Created by Jack Tinker and 
Partners, McCann-Erickson. (Tinker 
and Don Calhoun, ADs/copywriters; 
Myron McDonald, marketing; Dr. Her‘2 
Herzog, research.) Photo campaign wes 
developed by Art Kane, individual acs 
were done by various photographe: 
This by Ralph Tornberg. Retoucher Le» 
Alberts. Type director Milton Zudec! 
ATF Baskerville head, Lino Baskervil 
body. 
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ligh style Series for GMC 
*or truck campaign Trucks will run a 4 

color spread each 
aonth, with art to retain this look— 
clean, clear and bright. A strong flat color 
reatment will also continue. Here, the 
dominant illustration is in red, yellow, 
green, blue and black, varied colors and 
panels at right. 

Credits: ADs Jeane Bice and Paul 
Wollman, McCann-Erickson. Copywriter 
Bill Whiting. Illustrator Carl Critz, New 
Center Studio, New York. Headline, Alt. 
Goth. No. 1; body, Bodoni Book. 


“What do gou mean, 
ecom to herve fetish for stockings!” 


Beast, you vever understand me any way, why shoeld you under 
stand that hosiery is just ae important a shoes Or glores. Or 
jewelry. T can't go rumming aroand in plaim legs, wheo everybody 
is wearing those fx ‘lows tints Du Pont Nylow. Why aid I 
marty you anyway, Mervyn’ You'll wever, eever ondertand 
every aerds vierking own! 


SE 


Studio card Layouts in Du Pont 
technique for colored stockings 2 
stopping power color campaign are 

deliberately simple to 
how off studio card cartoon humor 
vhich keys each component: idea, art, 
opy- 
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Credits: AD Deran Mizrakjian, BBDO. 
Copy group head Peggy Prag, writers 
Arnold Ostrower, Ruth Lewis. Artist 
Donald Branham. Ult. Bodoni Ital. type. 


Poster compeign To attract the 
for young “young and _ intelli- 
English market gent” market, Lon- 

don’s Sunday Times 
has a national poster campaign combin- 
ing copy lines pinpointing the paper's 
appeal, modern colorful art treatments, 
and a technique of doubling and tripling 


16 sheets on 48 sheets. The 16 sheet sizes 
are shown in 1500 sites as singles, pairs or 
in threes. There are 6 designs and the 
larger displays will vary multiple combi- 
nation postings. The posters are also in 
“double crown” size for 2000 subway 
sites. 

Credits: BBDO London—creative head 
Syd Whitcombe, AD Ken Martin, free- 
lance artist Patrick Tilley. Lithographed 
by Leonard Ripley Ltd. and Johnson 
Riddle Ltd. 


Can you salely machine-wash an automatic blanket? 


Blanket ads in the Chemstrand Acri- 
lan series each have a 
different approach to project a definite, 
not overlapping, personality for each 
manufacturer and product. They use 
humor, fashion, etc. The red A of Acrilan 
is the only campaign tie. This 4 color 
page for Slumberest has illustration 
working with headline for informative 
approach. Blanket is crumpled, with 
automatic control panel highlighted, 
ready to be put in washing machine. 
Credits: AD Ben Spiegel, DDB. Copy- 
writer Monte Ghertler. Photographer 
Marty Bauman. Baskerville type. 


Natl. Cartoonists Society 
holds monthly shop talks 


Recent meeting of the organization in- 
cluded an exhibit of the work of new 
members of the last two years, and a 
panel discussion on Cartooning, with or 
without Representation. Representatives 
participating were John Kennedy, Ken- 
nedy Associates; Toni Mendez; Nettie _ 
(continued on page 49) 
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Art Direction’s critic panel watches direct mail, displays, illustration, photography, 


ging, newspaper ads, consumer and business magazine ads, posters, TV 


packa, 
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1) Imaginative cover design 
for American Electronics annual report 
is based on their data integrator, the one 
product featured in the booklet. A frac- 
tion of electronic tape is literally repro- 
duced in lowest part of design. Dominant 
ilustration of multiple geometric shapes 
is in 6 colors. Vertical title is read easily 
when booklet is filed horizontally. 
Credits: AD Robert L. Steinle, Adver- 
sing Designers, Los Designer/ 
ertist Joe Weston. 


) Ne words for theatre trailers 
- epsi-Cola International's story had to be 
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told in 40 countries. Skipping the lan- 
guage problem, 5 theatre trailers used 
simple expressive pictures sound effects 
and music. “Harpist”, a 30-sec. piece, 
proves squeeze notion need not be as 
frenetic as it usually is if ideas are good 
and logical. Original b/w stills were com- 
bined with limited animation, Bourges 
color overlays for film’s beginning and 
end. 


Harpist appears on stage, applause, 
more applause, he notes he’s upstaged by 
man balancing P-C. Closeup on sig, end. 

Credits: Director / writer / cameraman 
Jerry Ansel, for producer Ansel Film 


February 196] 


Studios. Photographer Bert Rockfield. 
Animation director Mal Wittman. 


3) To advertise fine printing 
a calendar mailing has designs to sym- 
bolize the seasons, in a subtle hand 
blocked effect. Four colors plus screened 
combinations of them were used. De- 
signer cut linoleum plates, multiple 
printed them on rice paper for texture. 
Plate maker made color separations from 
the rice paper prints. 

Credits: AD-designer Robert Sutter. — 
For Georgian Press, International Press 
Div., New York. 
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4) Mother’s Day 
Newspaper ad appeals both logically and 
emotionally with a child’s thoughts on 
Mother’s Day, deposit bottles and the 
pennies they bring, and the point: pen- 
nies go far at Ohrbach’s. 

Credits: AD Robert Gage, DDB. Pho- 
tographer Wingate Paine. Copywriter 
Judith Protas. 


5) Bottles for the table 
Lawry's salad dressings are designed for 
table use. Unusual bottle shapes plus 
graphically interesting labels stress de- 
sign good looks and identity. 

Credits: Designer Saul Bass, Saul Bass 
& Associates, Los Angeles. Artist Phyllis 
Tanner. 


6,7) 4 way direct mail program 

A campaign which began in 1955 has 
brought 72% increase in property and 
p'ant investment in the area serviced by 
Virginia Electric and Power Co. Aimed 
at 1000 influentials, the DM program's 
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objectives are to: merchandise the cor- 
porate magazine ad campaign, attract 
industry, better community relations, 
acquaint security analysts of the VEPCO 
aggressive growth activities. 

The 3D globe was made from one piece 
of paper. When tab is pulled the piece 
opens and reveals a miniature deed with 
information on plant sites in Hampton 
Roads area. The fortune cookie box 
shows a folder when the first flap is 
pulled. Inside each cookie: a “fact-for- 
tune” message on the Shenandoah Valley. 

Credits: AD Harry Jacobs, Cargill, Wil- 
son Acree, Richmond. Artist Don James. 


8) Monochromatic color 
used to full advantage with accents of 
black figures in strong simple photograph 
of 3 Arab guides in an Egyptian temple. 
Credits: AD Barney Etengoff, Popular 
Photography. Photographer Walther 
Benser, from his article and portfolio in 
the PP January issue, “How I work in 
color.” 
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10) SHORT STORY ABOUT LONG DISTANCE 


Been haven?) seen hum vet con't make money this way’ 


am champ for sot calling ahead ty Long Dutanee™ 


SELL TELEPHONE SYSTEM 


9) Colorful symbol + ordered type 
makes easy to identify package and dis- 
play card. Pack’s motif, swirls of magenta 
and light blue, was designed to attract 
both women and men to Speedry’s No- 
Odor Marker. Lettering repeats 2 color 
scheme. Pack is attached to 4x614 card by 
transparent plastic blister on black back- 
ground. Swirl on card is in magenta, blue 
and orange against white. This package 
won a silver award for design in 24th 
annual competition sponsored by Variety 
Store Merchandiser. 

Credits: Designer Alan Berni & Asso- 
ciates. 


10) Distinctiveness through simplicity - 
in single photos and very short running 
captions.. This storyboard technique for 


print was used in | page b/w ads in busi- 
ness magazines, aimed at salesman-reader 
identification. Starch ratings for men: 
Noted, 42%, cost ratio, 263; Seen-associ- 
ated, 38%, cost ratio, 292; Read most, 
26%,, cost ratio, 520. 

Credits: AD Howard Henry, Ayer Phil- 
adelphia. Photographer Howard Zieff. 
Copywriter Ted Kandle. Type, Venus 
Med. head, Cent. Schoolbook Ital. cap- 
tions. 


11,12) Graphic identity and appeal 

of packaging is relied on almost wholly 
to sell Healthways athletic equipment. 
Majority of products are not advertised, 
so package design claims credit for sub- 
stantial sales increase. Exercise equip- 
ment alone upped its sales 40% in first 6 
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months after new pack was introduced. 
Logo and pack design changes color for 
each product. 

Crediis: AD David J. Goodman, Porter, 


easy jean 


Defies hottest hot, coldest cold, yet it's so beautiful, so 


Truty amazing, treeze-cook-serve Corn 


1g Ware can go 


mety! Pe it's made fabul 
staigat from iey freezer to red-hot burner or oven, then to the tabic handsomely! Possible only because t's made from fabulous 


mussde material, Pyroceram”! 
+ and g toapet Pieces from $3.95 Sets, $14.95 to $34.95. 


CORNING 


direction. The text block in the circle is 
an example of today’s willingness to risk 
readability to build readership. 

Credits: AD Brit J. Burton. 


Steiner & Goodman, Los Angeles. De-— 


signers Ray Engle and Goodman on 
Coronado foam neoprene suit and kit; 
designer Goodman and artist Rusty Cul- 
len on exercisers. 


13, 14, 15) Young typography 

The “young touch” (see “The Young 
60s” in the January issue) shows up via 
bold typography in new magazine Coll- 
Age. The triple “C” reflects Will Burtin’s 
ad for Craw Clarendon, and trend of 
huge letters bled off the page. Illustration 
and text block within the reverse ex- 
clamation point is another current type 


16) Fire and ice 
dramatically visualizes Corning Ware's 
Pyroceram material, flags female atten- 
tion. “Unretouched photograph” appears 
in lower right of main illustration, to 
underline effect and for authenticity. 
First in a series (and run twice in adap- 
tations for 2 holidays) , the ad began with 
AD’s experiments to find out what the 
dishes would really take. Ten 300 Ib. 
blocks of ice were used up before ad was 
finished. 

Credits: ADs Dick Hess, Don Jackson, 
Ayer Philadelphia. Photographer Joe 
Long. Copywriter Wilma Bell. 
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A Gream to wash' Saucepans anc skillets ¢o double duty a3 casseroles. available, percolaors 
Detachable, lock just $2 
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17) Léger treatment for gas display 
Hourglass theme is taken from slogan, 
“With gas, it takes only a few minutes.” 
Number of forms in a bold treatment— 
green, coral red, yellow colors and black 
lines against white. Copy panels are in 
medium blue with copy in white. 
Credits: AD/designer Harry Swenson, 
Chicago, for Peoples Gas Co., Chicago. 


18) New sophistication 
in milk packaging type cartons for Fair- 
mont fruit drinks. The gable top cartons 
are flexo-rubber-plate-printed in colors 
suggesting each flavor. The design sug- 
gests fruit, while keeping within the laws 
of several states barring realistic fruit 
illustrations.for fruit drink (to visually 
separate from fruit juice) . 

Credits: AD/designer Eliegey T. Fra- 
sier, ETF Design for Industry, Chicago. 


19) Highway symbol 

themes 1961 Plymouth posters. Four-color 
pieces detail car’s design features, also 
uses strong simple graphic. Design of the 
series as a whole, rather than each piece 
considered individually, builds its impor- 
tance. 

Credits; AD Marty Lieberman, Ayer 
Detroit. Photographer James E. North- 
more, Boulevard Photographic, Detroit. 
Letterer Sus Tanaka. 


20) iuminated wall sign 
for taverns is part of coordinated P.O.S. 
program for Lucky Lager. Plastic, it has 
the freshness of paper sculpture. Com- 
pass theme ties to slogan “No finer beer 
east or west.” 

Credits: Designer Walter Landor & 
Associates, San Francisco. * 
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(continued from page 41) 
King; and Frank A. Lavaty. 

The club meets on the last Wednesday 
every month at Lambs Club, 128 W. 44 
3t. Shop talks are at 6, dinner at 8. 
Xeservations for both (dinner is $5) with 
ecretary Marge Devine, SH 3-6510. Rube 
xoldberg is honorary president. The 
ganization, with 450 members, is 
veaded by president Bill Crawford, edi- 
orial cartoonist for Newark News; first 
p Carl Rose, advertising cartoonist 
nd who does the syndicated strip Our 
vew Age; second vp Bill Holman, creator 
ind artist of Smoky Stover (Chicago 
‘ribune and NY Daily News syndicate) ; 
ecretary Dick Ericson, freelance gag 
artoonist; treasurer Al Smith, of Mutt & 
‘eff. General membership representa- 
ive is Gil Fox, who does the Bumper to 
Sumper strip. 

John Norment edits the club’s news- 
letter. Current program information is 
available from Marge Devine. Members 
and guests are welcome at meetings. 


Before “Sequence” 


Sequence camera Sequential strobe 
relaxes models, photography, devel- 
stopsfast action oped for military 
purposes, has been 
adapted to advertising photography by 
Constantin Joffe of Studio Associates. 
An intense 1/2000 sec. flash exposure 
permits shooting of a model in action, 
combines the rapid shooting of motion 
picture photography with the quality of 
still photography, offers the buyer a wide 
choice of shots. 
Among the virtues of the technique is 
2 relaxed model. In Dial soap ads, for 
example, the model actually washes her 


After “Sequence” 


hair. She does not freeze or overpose. The 


camera stops the action. More drama is § 


captured, as can be seen by comparing 
the two Dial shots shown here. In the 
Sequence Camera shot the water is caught 
in action as no conventional still-tech- 
nique can do. In just a few minutes 80-90 
shots can be taken. 


Delran (at left) is a 
low cost paperboard 
permanence or construction with a 
promotion spotted area of spe- 

cially formulated 
pressure sensitive adhesive. Bottles, cans, 
cartons and other containers can be 
firmly affixed without diecut holding 
devices or blisters that may partially 
obscure the product. The Delran can be 
removed easily after package is taken 
home. The construction is a cost saver— 
uses less materials and permits higher 
speed packing by automatic equipment 
or hand. 


Credits: Developed by package design 
div., John Ziegler, director; SH&L. © 


construction for 
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FOLDING, PORTABLE DRAFTING TABLE, 24x32”, 
for use with a standard straight chair, 
height 29” in front and 33” in back, has 
legs of heavy gauge 34” galvanized tubing 
for stable support. Standard top, %,”x24” 
x32” of fir plywood. Laminated basswood 
top also available. Wagner Manufactur- 
ing Co., Cedar Falls, Ia. 


popal The Role of Point-Of-Pur- 
chase Advertising in Modern Marketing 
is a color slide film, available from Point 
of Purchase Advertising Institute, 11 W. 
42 St., New York 36. The film was pro- 
duced by POPAI in cooperation with the 
sales promotion committee of the Associa- 
tion of National Advertisers. Shows case 
histories. 


AUTOMATIC CUEING on motion picture film, 
film strips and magnetic recording tape, 
via highly conductive, pressure sensitive, 
aluminum foil tabs. These are the Brady 
Quik-Cue Contact Tabs, and they are ap- 
plied to the film or sound tape for auto- 
matic switching or cueing. When tab 
reaches contact point of a relay on the 
machine, it actuates the mechanism to 
stop and shut off the reproducer, or re- 
verse and repeat the program. Testing 
samples from W. H. Brady Co., Dept. 173, 
727 W. Glendale Ave., Milwaukee 9, Wis. 


VERSATILE DISPLAY STAND is prefinished, re- 
quires 20x46” of floor space, but offers 
more than 34 sq. ft. of usable display 
space. Consists of 4 hard surface press- 
board panels in a pair of % inch kiln- 
dried hardwood frames. Panels are re- 
movable, smooth surfaced, and painted 
on both sides, so photographs and posters 
may be mounted on either face. SkW Dis- 
plays, 2040 Commonwealth Bldg., Louis- 
ville 2, Ky. 


GOLD COLORED OVERCAPS for glass aerosols 
are available in new designs. One is an 
extra height, straight sided, cylinder, in 
brass or aluminum, and is recommended 
for highly decorated containers. The 
other, in brass or gold, has an extra-wide 
reverse flare, for a “cosmetic” touch. 
Walter Frank Organization, 4100 Warren 
Ave., Hillside, Ill. 


NYLON SLIDING TAPE applied on edge of 
drawing board permits T squares to slide 
easier, protects edge. Nyl-O-Tape is self 
adhering, solid nylon, can be cut to de- 
sired length, its protective backing peeled 
away, and then applied. Hardware De- 
signers, Inc., P. O. Box 4, S. Hackensack, - 
N. J. 
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Robert H. Blattner 


Bob is president of New York’s ADC and head of The 
Reader’s Digest 40-man art department. He’s a working 
AD, teacher of art and design, and an illustrator. His big 
RD responsibility is editorial illustration. He makes pre- 
liminary color sketches for the artists. Covers also follow 
his sketches or may be one of his own water colors. 

Bob grew up in Swampscott, Mass., now lives in Port 
Chester, N.Y. He studied at the Massachusetts School of 
Art in Boston. He also taught in Boston, got his com- 
mercial start doing illustrations for a mat service. He 
headed the art department at College of New Rochelle and 
was an associate AD at Marschalk & Pratt before joining 


RD 15 years ago. 


who shall it be? 
11 outstanding ADs 
vie for highest honor, 


THE 
AWARD 


The almost 4000 members of the NSAD are about to vote for 


the outstanding art director of the year. 11 men have been 


nominated by the 38 member clubs. The winner of this 14th 


annual award will be decided by NSADers voting through their 
local clubs. Ballots and instructions will be sent to the clubs 


by the NSAD. The final tallying ‘employs a weighting system 


assuring small clubs as much of say in the final selection as 


the larger clubs. m@ The brass and wood T-square is awarded for 


“worthy contribution to the craft.” Chairman of the 14th NSAD 


Award Committee is Philadelphia’s Fred Clark. m Biographies, 
pictures, and representative samples of the work of the 11 


nominees are on the following pages. 
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Don Cotner 


As Director of Graphic Arts Services for Nationwide In- 
surance Companies (Columbus, 0.), Don Cotner heads up a 
staff responsible for company art, photography, films and 
audio presentations. 

He graduated from Ohio State in 1948, has been with 
Nationwide ever since. Among his responsibilities: three 
company publications, a bi-monthly internal house organ, 
a quarterly report to policy holders, coordination with 
advertising department in the production of collateral ma- 
terial, creation and production of institutional literature, 
displays, and special company projects, production of 
movies, slide films and filmstrips. 


John Flack 


To San Francisco from Paducah via Chicago, Texas and 
Oklahoma. That’s the thumbnail saga of Cunningham & 
Walsh AD John Flack. Kentucky born, he was raised in 
Oklahoma, studied at the Chicago Art Institute, free- 
lanced in Dallas, AD’d in Houston and Los Angeles before 
joining C&W in 1945. 

He’s worked on Qantas Airways, Crown Zellerbach, Cali- 
fornia Dairy Industry, Fibreboard and other accounts. 

Flack’s work has been in L.A., N.Y., Chicago and S.F. 
shows, has won the Hearst Award and five Foster & 
Kleiser Outdoor medals. He’s also a member of the 
California Water Color Society. 


Qantas 7O7 Jets! 
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James K. Fogleman 

From aircraft engineer to Administrative Design Director 
at CIBA is a rare switch. Jim Fogleman’s engineering 
career was pre-war. When he came back from the Air 
Force (B-24 pilot) he went to Yale to add art training to 
his engineering background. While at Yale he made con- 
tacts that brought him to George Paton studio in Indianap- 
olis where he worked on the Eli Lilly account. Later, in 
New York, he joined L. W. Frohlich Co. He moved to CIBA 
in 1951. 

For all the awards he has won and the papers he has 
written, he is perhaps best known for having raised the 
importance of design with CIBA management and for his 
devotion to the corporate image concept involving high- 
level concern with design and company-wide design 
coordination. 


ty 


Robert Gage 

If you've been admiring the ads for Ohrbach’s, Levy's 
bread, Alpine cigarettes, Chemstrand—you’ve been looking 
at some of Bob Gage’s work. Executive AD and VP at Doyle 
Dane Bernbach since the agency set up 13 years ago, he’s 
won many ADC and AIGA awards. Three years ago Bob 
started concentrating on TV and created quite a stir by 
pioneering with the squeeze commercials. 

As one of the key creative men in DDB, Bob has helped 
build the agency's reputation as the number one creative 
agency. But the agency is as respected for its communi- 
cation effectiveness as for its graphics, it being noted for 
using graphic devices to dramatize the key sales point, 
not simply as stoppers or mood setters. 
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George Guido 


George left New York for Detroit's Campbell-Ewald in 1954. 
He’s now head AD for Chevrolet. Brooklyn born in 1923, he 
started work with New York art studios in 1946, got his 
first agency job at Anderson, Davis & Platte a year later, 
was hired by Paul Rand at Wm. Weintraub agency in 1948. 
Also freelanced for Time Inc., AD’d for Anderson & Cairns 
and for Grey Advertising before moving to C-E. 

George learned art on the job, had no formai art school 
training. His work has been shown in Detroit, N.Y., Chicago, 
S.F. and L.A. ADC shows. In 1960 he won three gold and 
five silver medals, one “umbrella” award, and the “Best- 
of-Show” award in the Detroit show. He’s currently de- 
signing first hard-cover edition of Detroit’s Art Director’s 
Annual. 


Charles Harper 


A native of West Virginia, Charles Harper studied at the 
Art Students League and the Cincinnati Art Academy where 
he now teaches design and commercial art. His first com- 
mercial work was done at Schaten Studios in Cincinnati. 
He is now a freelance designer-illustrator and art con- 
sultant to Ford Times. 

He has won awards from the Cincinnati ADC, STA, the 
Detroit ADC, and his work has been displayed in Graphis. 


FORD TIMES 


= 
€ t 
ang 
one that rememibers people have fect! — : 
; 
* 
+ 


Stanley B. Hodge 
Unlike many artists who, after some years in the field, do 
some teaching, Stan Hodge reversed the process. After 
three years of teaching (Long Beach State and UCLA) he 
got a studio job to see if what he was teaching was so. 
Stan had gone half-way through high school in Wichita, 
finished at Long Beach, got his M.A. at UCLA after a war 
intermission. Did paste-up for L.A.’s Advertising Designers, 
then moved to Harte-Coleman. Eventually to Convair 
(Astronautics) Division of General Dynamics Corp. where he 
became assistant AD. For the past 214 years he’s been 
Chief of Art Direction there, his primary interests being 
art-management and human communication. 


Norman McLaren 


His list of awards fills 5 mimeographed, single-spaced, 
legal-size pages, dated back to 1951. A film creator, pro- 
ducer, experimenter, McLaren began his film career in his 
teens while an interior design student at the Glasgow 
School of Art. His abstract films are produced without 
camera by painting directly on clear (emulsion washed 
off) celluloid. 

His original producing/directing for English and Ameri- 
can organizations came to the attention of the National 
Film Board of Canada which he joined in 1941. Here he 
continues his experiments with animated, symbolic, actual- 
ity techniques, without camera and with synthetic sound. 
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Otto Storch 
Have you seen McCall’s lately? It has not only kept up 
but stepped up the pace of visual excitement that focussed 
attention on it about two years ago. AD Storch won a 
special ADC award for this work in 1960. 

A member of New York's ADC, the TDC and the Society 
of Illustrators, Otto studied at Pratt Institute, the Art 
Students League, Art Associates, and the New School for 
Social Research. Before joining McCall’s he was art editor 
for Better Living Magazine, AD for Dell Publishing Co. and 
Jens Risom Design Inc., and had freelanced as a consulting 
AD and an artist. He joined McCall’s in 1953. 
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Henry Wolf 
AD of Harper's Bazaar, Henry Wolf was born in Vienna in 
1925. He studied in Paris, came to the U.S. in 1941, 
worked in agencies and for the Department of State. In 
1952 he redesigned Esquire Magazine’s format and was 
its AD until 1958 when he moved to HB. Henry teaches at 
Cooper Union, was chairman of the AIGA Magazine Clinics 
and the 38th Annual Art Director's Show in New York. He 
has a full share of medals and awards. 
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HOW YOU CAN PRE-STARCH YOUR ADS... III 


We discuss the average Auto ads in this issue. By placing your layouts 


or proofs against these typical ads you should be able to tell whether 
your visual magnetism is average, above average or below average. 


By Hoyt Howard 


The average ad in a magazine is what the 
man paid his money for. And it is a real 
bargain. The average automobile ad at- 
tracts 70 readers-per-dollar. Compare this 
to even a postcard’s cost and you readily 
understand a magazine’s power of mass 
communication. 


All four of these ads are good. They 
delivered a good audience to the sales 
message. This is the art director's job. 


The average auto ad, however, has a 
subject matter advantage for men noting, 
over the average ad in the Saturday Eve- 
ning Post. These four ads, for instance, 
each scored around 75% more men not- 
ing than the average ad for all categories. 


These ads scored from 51 to 53% noting. 
If the art director could have raised them 
to 60% by following better visual mag- 
netism rules, think of the additional mar- 
ket he would be delivering to the sales 


Therefore, in almost all cases they will correspond to their Starch notings. 


message . . . for no extra cost. That is why 
we are here. If on the other hand the 
art director goes contrary to the findings 
of all research analysts (without good 
reason to do so) and the noting drops to 
40%, he throws away one-fifth of the 
audience his client is entitled to. 


1) The place for picture is on top. Much 
has been written about this, although this 
increases the noting only | or 2 per cent, 
according to John DeWolf, of the G. M. 
Basford Co. He has spent many months 
studying the problem. But | or 2 per cent 
is over 6,000 noters in The Saturday 
Evening Post. The picture is a good one, 
but it doesn’t have top visual magnetism. 
Neither does the headline. 


2) With better layout, this wonderful 
photography would have raised the not- 
ing. Even the headline is buried because 
of the semirebus treatment at the top. 
This is a typical copywriter’s whim. As 


Mark Wiseman has said, “It is not neces- 
sary to go to all that trouble and all that 
expense to confuse the reader.” 


3) These Ramblers rambled all over the 
scale, from high to low. This is an average 
one. The rule for using comic strips is 
that they must be comic. Read this one 
yourself and decide just how funny it is. 
In spite of George Price’s good effort, a 
funnier situation and words would raise 
the noting. I’m sure the agency knows 
this. 


4) Even a good headline like this can- 
not raise this ad above average. All that 
white space and design treatment doesii't 
take the place of a picture with great 
visual magnetism or a headline with real 
news value. This photo is very small and 
dull. Without the sparkling words of tie 
headline, the low visual magnetism of t':¢ 
photograph would place it in the low:r 
one-fourth. 
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AY EVENING POST Woted 
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Vv 
S Behind the wheel, that’s the place to buy Valiant. You'll feel real 


. . viet skedaddle (101 horses worth) from an inc/ined engine that stretches regular 
() gas like rubber bands. You'll feel a ride like nothing ever, mill-pond smooth, quiet 


as a clam. It’s called Torsion-Aire, and it’s teamed up with a fully unitized, rast- 


compact quality car YOU proofed body. You'll have an alternator electrical system. that 


Get best of both: Big car room small car economy makes your battery last longer, a trunk as big as a cave, and plenty 
the 


’ . of traveling room for a family of six: Like what you read? You'll 


Bf like driving Valiant better. Go see the man who sells ‘em. You'll 
kh like him too. Valiant, the car you"d want at any price. Ww 


Noted Seen-Asece Read Most 


SEE YOUR RAMBLER DEALER 


RAMBLER 6 or v AMBABBADOR VS (METROPOLITAN 


t NEW FROM CHRYSLER CORPORATION 


seen- seen- 
noted associated noted associated 
8) Sotie M 53 (169) 49 (191) 4) Valiant M ‘61 (168) 51 (188) 


2/13/60 
Ww 39 (122) 


26 ( 94) 23 (115) 
* Figures in parentheses are Cost Ratio figures. 
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25TH 


2200 pieces judged in record time with an electronic computer 


Hugh Purcell 


As club President Warren Blair says, 
the story of the 25th anniversary show 
is that the gimmicky, the cute and 
the overdone have given way to the 
strong, the clean and the concise. The 
story of the judging procedure is 
equally compelling. 

The speed of the electronically aided 
system not only made it possible to 
choose 340 pieces (and pick gold and 
silver medal winners) from 2200 en- 
tries in one day, but made the judging 
more objective. There was no bickering, 
arguing, defending, influencing. Vct- 
ing was secret, quiet, quick, independ- 
ent. 

The octopus-like machine with its 
five long leads following the judges 
around the room was click, click, click- 


ing all day. It was invented by 1956 
show chairman Phil Blank. Each judge 
palms a push button. If he likes what 
he sees he pushes the button. Three 
votes flash a green light and the piece 
is in. 

This year’s judges: Kern Devin, AD 
Barton Gillet Co., Baltimore; Homer 
Evans, AD and Advertising Manager, 
General Dynamics Corp., NYC; Arthur 
Lougee, NSAD President and AD of 
Ford Times, Dearborn; Frank Mann, 
President of Richmond’s ADC and AD 
of A. H. Robbins Co.; Otto Storch, AD 
of McCalls magazine, NYC. 

The show ran at the Philadelphia 
Art Alliance. General Chairman was 
Hugh Purcell. Shown here are the gold 
and silver medal winners. 


Ar Direction / The Magazine of Creative Advertising / February 196) 


The committee: 

Standing: John Parker, Jule 
Lambeck; 2nd row from rear: 
David Marder, Fred Clark, 
William Meyer, Edwin White; 
next row: Hugh Purcell, 

Mrs. Terry Oakley (chairman of 
the 26th show), Tana Hoban, 
Joseph Simboli. 

Up front, Carl Eichman. 


. PF Storch, Devin, Lougee, Mann, Evans Five thumbs make one quick, quiet vote es 
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1) Artist: J. Frederick Smith 
Art Director: Paul Darrow 
Advertiser: De Beers Consolidated Mines, Ltd. 
Agency: N. W. Ayer & Son, Inc. 
2) Artist: Stanley Meltzoff 
Art Director: Charles R. Evo 
Agency: Gray & Rogers 
Advertiser: United Engineers & Constructors, Inc. 
3) Artist: Austin Briggs 
Art Director: Elmer Pizzi 
Agency: Gray & Rogers 
Advertiser: TV Guide 
4) Artist: Alfred Ignarri 
Art Director: Warren Blair—Jack Gregory 
Advertiser: Smith Kline & French Laboratories 
5) Artist: Saul Bass 
Art Director: Richard Hess 
Agency: N. W. Ayer & Son, Inc. 
Advertiser: E.I. Du Pont De Nemours & Co., Inc. 
6) Artist: Seymour Mednick 
Art Director: Warren Blair—Jack Gregory 
Advertiser: Smith Kline & French Laboratories 
7) Artist: G. William Holland 
Art Director: Al Derkas 
Advertiser: Smith Kline & French Laboratories 
8) Artist: Ed. Young—Mel Richman 
Art Director: Sheldon Seidler 
Advertiser: Remington Rand 
9) Artist: G. William Holland 
Art Director: Herman Volz 
Agency: Erwin, Wasey, Ruthrauff & Ryan 
Advertiser: Perfect Photo 
10) Artist: Jacob Landau—Mel Richman 
Art Director: Robert Kyle 
Advertiser: Ladies’ Home Journal 
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11) Artist: Ernst Haas 
Art Director: Frank Zachary—Louis Glessmann 
Agency: Curtis Publishing Company 
Advertiser: Holiday Magazine 
Artist: Carroll Sephers, II 
Art Director: Frank Zachary—Louis Glessmann 
Agency: Curtis Publishing Company 
Advertiser: Holiday Magazine 
Artist: Herb Stern/Mel Richman 
Art Director: Jack Keane—Bill Jenkins 
Agency: Fletcher Richards Calkins and Holden 
Advertiser: National Distillers 
Artist: Jacob Landau—Mel Richman 
: Art Director: Ty Weill 
der Genter ales... Nichalona and Blech Advertiser: Charles Pfizer and Co. 
files. It’s a Hi-Impact plastic handle. In Art Director: John V. Glass 
shin packaging assures factory fresh: Artist: Phil Hays 


orange card, And the retail price is right. 48 popular ° 


effortless you of $12.10, Cat Art Director, Artist: Matthew Leibowitz 
new. Order Agency: Benton & Bowles, Inc. 
Advertiser: 1 B M 
Art Director: William Goldberg 
Artist: Leonard Cohen 
Agency: Lavenson Bureau of Advertising, Inc. 
Advertiser: Daily News 
Art Director: Robert Brooks 
Artist: Matthew Leibowitz—Harry Bertoia 
Agency: Benton & Bowles, Inc. 
Advertiser: 1 B M 
Art Director: Philip Eitzen 
Artist: Clark Heidtke 
Agency: N. W. Ayer & Son, Inc. 
Advertiser: Nicholson File Company 
Art Director: Alexander Derkas 
Artist: George Sulpizio—G. William Holland 
Advertiser: Smith Kline & French Laboratories 
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21) Art Director: Tony Mandarino 
Artist: John Lewis Stage 
Agency: Batten, Barton, Durstines& Osborn 
Advertiser: Holiday Magazine 

22) Art Director, Artist: Edward G. De Martin 
Advertiser: Du Pont Co. Dyes & Chemicals Division 

23) Art Director, Artist: Kramer, Miller, Lomden, Glassman 
Advertiser: Greentowne Associates 

24) Art Director, Advertiser: Mel Richman 
Artist: Ed. Young /Mel Richman 

25) Art Director, Artist: Kramer, Miller, Lomden, Glassman 
Advertiser: Geddes, Brecher, Qualls and Cunningham 

26) Art Director, Artist: Don Madden 
Advertiser: Kraft Printing Co. 

27) Art Director, Artist: Samuel Maitin 
Advertiser: Print Club 

28) Art Director: Frank Zachary—Louis Glessmann 
Artist: Tomi Ungerer 
Agency: Curtis Publishing Company 
Advertiser: Holiday Magazine 

29) Art Director: Andrew B. Schmidth 
Artist: H. Lubalin, Schroeder & Lewis 
Advertiser: Merck Sharp and Dohme 

30) Art Director: Warren Blair 
Artist: William Schilling—Bernard Brussel-Smith 
Advertiser: Smith Kline & French Laboratories 

31) Art Director, Artist: Rey Abruzzi 

Agency: Frank R. Ewing Art Service Asc. 

Advertiser: Typographic Service Inc. 
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humor and designy-illustration stand out in 


ILLUSTRATORS ’61 
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if Iustrators 61 did not reveal any new trends, it did show 
a continuance of recent directions to a peint of possible 
return. There is a preponderance of the humorous, friendly, 
semi-cartoon, a great deal of designy-illustration, and pro- 
portionately few good realistic illustrations. 


A sounding of the jury finds a mixture of real enthusiasm 
for the light-touch art and the designy with disappointment 
at the small number of outstanding realistic pieces. Could 
this attitude presage a slow turnabout? 


Some of the judges’ comments: 


e what's lacking is creative realism. There’s not enough 
of it. The provocative illustration of the Phil Hays, Harvey 
Schmidt, Robert Weaver type is good but too dominant. 


e there are no trends. Most of the stuff we've seen before. 
No new names turned up that had the judges buzzing. 


e@ much of the humor was of the Saul Mandel or Tomi 
Ungerer type. Their work, and that of Tom Allen, Bob Peak, 
Austin Briggs, etc., though not new, is still exciting. 


e a mild disappointment was voiced concerning drawing 
quality. 


e trend toward incomplete painting noted a year ago 
continues. 


e judge Robert McCall suggested that some illustrators 
are too self-consciously conforming to the new excitement, 
that the designy-illustration isn’t for everyone, that some who 
are great realists are not working at their best in trying to 
meet the design trend. 


e if some liked the designy-illustration, others found it 
too distorted and macabre, hope for more “fresh realism” of 
the Bernie Fuchs, Austin Briggs, Fred Ludekens, Peter Helck 
type, consider Fuchs’ approach as “realism with a new slant.” 


@ also noted, few good fashion drawings. 


@ one juror suggested that a reason for seeming dearth 
of realism was that it had to be superb to get in alongside the 
more spectacular contemporary work. 


e not only is there greater design sense within the 
illustration, but trend seems to be toward more thought 
of how the illustration works with the overali layout. There's 
better art-layout integration. 


e increased emphasis on fine painting. 
e less “elegant corn.” 
e@ enormous skill, both technically and conceptually. 


e plenty of impressionism in realism compensates some- 
what for dearth of straight realism. 


That’s how Illustrators '61 looked to the judges. The show 
s is running through March 4 at the Society of lilustrators, 
128 E. 63rd St., NYC. Show chairman was Leonard Jossel. 
The forthcoming annual, Illustrators '61, will be edited by 
Robert Fawcett and designed by Nelson Gruppo. 


Groups of jurors with chairman listed first, were: Editorial: 
Otte Storch, Tom Allen, Nelson Gruppo, Homer Hill, Coby 
Whitmore. Institutional: George Krikorian, Robert J. Lee, 
Dick Lockwood. Book: Bernard Quint, Eric Blegvad, Abner Dean, 
Fritz Eichenberg, Tom Lovell. TV, film: Louis Dorfsman, John 
Hubley, Joe Kaufman, Herbert Lubalin, Jerome Snyder. 
Experimental: Allen Hurlburt, Walter Einsel, Ray Prohaska, 
Robert Shore, Charles Tudor. Advertising: Will Burtin, William 
Buckley, Gene Federico, Harlow Rockwell, Robert McCall. 


Shown here are the top three winners in each category. 


This picture is here to tell you that a floor of Tessera Vinyl Corton goes with relaxed, carefree people just 
as harmoniously as it goes with beautiful furnishings. But a sample of Testtra is worth a thousand pictures. 
Send for one (free. of course) Write Armstrong, 0103 Thomas Road, Lancaster, Pennsylvania. In Canada. Dept 
Box 919, Montreal, P.Q. Tessera Corlon is one of the famous @jpmstrong [VINYL] FLOORS 
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1. ADVERTISING AWARD 
Artist: Jack Potter 
Entry: Painting “Mother & Children” 
Agency: Batten, Barton, Durstine & Osborne 
AD: Bill Gale 


?. ADVERTISING AWARD 
Artist: Saul Lambert 
Entry: Advertising Illus. “Winston Churchill” B/W 
Agency: Doyle, Dane, Bernbach 
AD: Sid Meyers 
3. ADVERTISING GOLD MEDAL 
Artist: Robert Geissmann 


Entry: Painting “Dictaphone Guts” 
Agency: Young & Rubicam, Inc. 
AD: Richard Carroll 
Client: Dictaphone 
4. ADVERTISING GOLD MEDAL 
Artist: Jerry Martin 
Entry: Record Album Cover—“Singing The Blues” 
Agency: RCA Victor Records 
AD: John Murello 
5. ADVERTISING AWARD 
Artist: Saul Mandel 
Entry: 24-Sheet Poster 
6. ADVERTISING AWARD 
Artist: Cliff Condak 
Entry: Record Album Cover—“Weber Overtures” 
Company: Columbia Records 
7. EDITORIAL GOLD MEDAL 
Artist: Daniel Schwartz 
Entry: Painting “Aging Champion” 
Publisher: Sports Illustrated 
AD: Jerome Snyder 
8. EDITORIAL AWARD 
Artist: Doris Lee 
Entry: Painting “Christmas Scene” 
Publisher: McCall's Magazine 
AD: Otto Storch 
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Grandfather and his brothers 
were talking with the men from the city, 
who came to buy the silk. 


x “Grandfather, what would you wish 
3 if you had a wish?” Little Sister asked. 
wish for a 
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. INSTITUTIONAL GOLD MEDAL 


Artist: Phil Hays 

Entry: Drawing “Woman te Woman” 

Publisher: Telephone Review—New York Telephone Co. 
AD: Leonard Jessel 


. INSTITUTIONAL AWARD 


Artist: Edward Sorel 

Entry: Drawing “The Pale Blue Angel” 
Publisher: Sorel’s Affiche 

AD: Edward Sorel 


. BOOKS GOLD MEDAL 


Artist: Jacqueline Ayer 

Entry: “A Wish for Little Sister” (Full Spread Title Page 
Publisher: Harcourt, Brace & Co. Inside Double Spread) 
AD: Helen Mills 


. INSTITUTIONAL AWARD 


Artist: Mia Carpenter 

Entry: Booklet “World of a Girl” 
Agency: Ketchum, McLeod and Grove 
AD: Tom Ross 

Client: Scott Paper Co. 


. EDITORIAL AWARD 


Artist: Tomi Ungerer 

Entry: “Vision of Charles de Gaulle” 
Publisher: Holiday Magazine 

AD: Louis R. Glessmann 
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14, EXPERIMENTAL AWARD 

Artist: Gale Bennett 

Entry: “Civil War Officer” Painting 
15. BOOKS AWARD 

Artist: Hans Falk 

Entry: Portfolio “Marcel Marceau” 

Publisher: Alpha Presse, Zurich 
16. TELEVISION AWARD 

Artist: Paul Harvey 

Entry: Strip “Sandran” 

Agency: Hicks & Griest, Inc. 

AD: Len Glasser 

Pablo Ferro 

Client: Sandran Linoleum 
17. TELEVISION GOLD MEDAL 

Artist: Ted Trinkaus 

Entry: Storyboard “The Big Fix” 

AD: Ted Trinkaus 
18. EXPERIMENTAL GOLD MEDAL 

Artist: Marcel Apkarian 

Entry: Etching—“The Fisherman” 
18. BOOKS AWARD 

Artist: Milton Glaser 

Entry: Jacket “The Man of Blood” @ 
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LOWELL 
THOMAS 


For the sixth successive year Lowell 
Thomas is on CBS Radio for General 
Motors. World traveler, explorer, lec- 
turer, author, his first-hand knowl- 
edge of people and places gives his 
newscasts special color and authority 
And his long-term association with a 
single company points up the cumu- 
lative advantage of sponsoring an out- 
standing personality year after year. 
In all radio Lowell Thomas—and his 
colleagues—are the kind of company 


ONLY 
ON CBS 
RADIO 


SMALL-SPACE ADS 
FOR LARGE-SPACE 
IMPACT 
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CAPITOL 
WORLD CLOAKROOM 


Us SIC Radio's oldest continuous public 4 

serves traces our legislative process 
5 4 was awarded a Freedoms Foundation 
_FESTIV. ALS Medal for creating “a better under- 
| standing of great fuadamental Ameri- 
ean tredition,” Listeners bear Presi- 

dents, Senators, Congressmen —those 

who help to make the law, A metwork 

radio program in the public interest... 


11126011 115880 hike! 
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2 of Greenwich Village... heat on-the-scenes 
i readings, discussions. Who are these pesple and wha! 
predeced by the WCBS Special Features Departme: 
| S RADIO 880 
5) 
a | 
Strang today, enchor man Robert Trowt and CBs 
a Democratic Comennion. Fichasive imernews wath the candidetes, 
_ the beilfiant coverage thet carmerks radio’: tap sews teem. i 
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CONVENTION 
| the 
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§ rall-space audience-promotion ads require layouts, art and typographical treatment that will make 
ti 2m stand out. 

“Because of prevailing use of photography, we used provocative designs, symbolic typography 
ad unusual illustrative techniques in our small-space newspaper and trade ads,” points out 
¥ Thomas Dawson, Vice-President in Charge of Advertising and Promotion, CBS Radio. 

CBS Radio advertising is developed separately for the Network, WCBS Radio, the Company 
0 ned (C-0) Stations, and CBS Radio Spot Sales. Ads are prepared by Sudler & Hennessey, Inc., 
H rb Lubalin, Creative Director (art). . 

predits—Design: Bernard Zlotnick (1, 2 & 3); Lubalin (4-11, inclusive) . . . Art: John Groth (4); 
G ‘ry Gersten (5 & 7); Robert Riger (8); Bebe Gershenson (10) . . . Photos: Irving Bahrt (1, 2 & 3). 

SBS Radio Promotion Principals (in addition to Mr. Dawson): Jules Dundes, V-P in Charge of 
Si tion Administration; Mrs. Naomi Andrews, Network Copy Chief; Alfred N. Greenberg, Mgr., 
Ci S-Owned Radio Stations Promotion Services; James F. X. Mullen, WCBS Sales Promotion Mgr.; 
He ary R. Poster & Norman Ginsburg, CBS Radio Spot Sales Promotion Mgr. & Asst. Sales Promo- 
tica Mgr., respectively. 


will somebody 
HEN tell the little 
lady wearing 
| 
the Saw Mill River Parkway in her 
ng motorists how to get to the Syos- 
Drag Races that there's better 
way to get the answers? Where? — 
man who tells all the answers: 
and train conditions on . 


E 
JACK STERLING 
SHOW ONLY ON 


WCBS RADIO 
7105 


} What does it take to get twenty 
! people to plunk down a total of 
H $14,500 for a tour to Alaska? According to 
Gordon M. Bain, V.P-Sales for Northwest Air- 
lines,it takes WCAU sa is 
no question in my mind about 
ity tosell Northwest Airlines. Thisisa proven ‘ ACBS OWNED Fes BY CBS RADIO 
fact” All aboard for WCAU Philadelphia! RADIO STATION SPOT SALES 
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See Sept. 1960 Art Direction for the 
CHARACTER PER Line, CHART and the 
first installment of these CHARACTERS PER 
Pica TaBes. The article tells how to use 
tabular data and chart for visually trans- 
lating characters per pica into characters 
for any line length up to and including 


55 picas. More tabular data appeared in 
October, and will continue monthly 
until the series has run from A to Z. An- 
nual supplements will keep it up to date. 


Clearface Bold & It. (ATF) 5-4.55; 6-3.83; 
8-3.19; 10-2.56; 12-2.25; 14-1.92; 
18-1.54 

Clearface Heavy (ATF) 6-3.31; 8-2.94; 
10-2.25; 12-2.04; 14-1.65; 18-1.23 

Cloister It. (ATF) 6-4.86; 8-4.05; 10-3.5; 
12-3.11; 14-2.79; 18-2.19; 24-1.71 

Cloister w It. & S.C. (Li) 6-3.95; 8-3.4; 
10-3.05; 11-2.9; 12-2.7; 14-2.44; 
18-1.97; 24-1.46; 30-1.24; 36-1.07 

Cloister Black (ATF) 6-4.26; 8-3.71; 
10-2.83; 12-2.49; 16-2.13; 18-1.67; 
24-1.35 

Cloister Bold (ATF) 6-3.92; 8-3.26; 
10-2.79; 12-2.52; 14-2.22; 18-1.75; 
24-1.35 

Cloister Bold It. (ATF) 6-4.19; 8-3.47; 
10-3.01; 12-2.7; 14-2.4; 18-1.86; 
24-1.46 

Cloister Bold w It. (Li) 6-3.6; 8-3.08; 
10-2.66; 12-2.45; 14-2.22; 18-1.74; 
24-1.37; 30-1.14; 36-.96 

Cloister Bold & It. (1) 6-3.83; 8-3.19; 
10-2.80; 12-2.45; 14-2.25; 18-1.78; 
24-1.34 

Cloister Bold No. 295 (M) 6-3.92; 8-3.23; 
10-2.75; 12-2.43; 14-2.21; 18-1.75; 
24-1.35 

Cloister Bold It. No. 295 (M) 6-4.27; 
8-3.52; 10-2.98; 12-2.65 

Cloister Lightface (ATF) 6-4.38; 8-3.68; 
10-3.11 

Cloister Lightface It. (ATF) 6-4.75; 8-3.93; 
10-3.42 

Cloister O. S. (ATF) 6-4.35; 8-3.66; 
10-3.11; 12-2.79; 14-2.50; 18-1.95; 
24-1.51 

Cloister O. S. It. (ATF) 6-4.89; 8-4.; 
10-3.56; 12-3.05; 14-2.80; 18-2.14; 
24-1.78 : 

Cloister O. S. No. 395 (M) 14-2.49; 
19-1.94; 24-1.5 

Cloister O. S. & it. (1) 6-4.31; 7-3.72; 
10-3.17; 12-2.86; 14-2.6; 18-1.96; 
24-1.51 

Cloister Wide (Li) 6-3.8; 8-3.13; 10-2.71; 
12-2.48; 14-2.18 

Cloister Wide w Cloister Bold (Li) 6-3.6; 
8-3.08; 10-2.67; 12-2.45; 14-2.22 

Cochin—See Nicholas Cochin No. 461 (M) 

Cochin Bold No. 616 (M) 6-3.; 8-2.82; 
10-2.35; 12-2.; 14-1.59; 18-1.26; 
24-.96 

Cochin Bold It. No. 616 (M) 6-3.43; 
8-2.82; 10-2.35; 12-2.; 14-1.67; 
18-1.3; 24-.98 

Cochin O. S. No. 61 (M) 6-3.83; 7-3.32; 
8-3.15; 9-3.04; 10-2.61; 12-2.23; 


7% 


THE AD COPYFITTER 


14-1.79; 18-1.44; 24-1.07 
Cochin O. S. It. No. 61 (M) 6-4.26; 7-3.63; 
8-3.44; 9-2.96; 10-2.84; 12-2.43; 
14-1.99; 18-1.58; 24-1.26 
Cochin Open No. 262 (M) 18-1.27; 24-1.07 
Columbia (A/C) 6-4.4; 8-3.45; 10-2.95; 
12-2.3; 18-1.7; 24-1.3 (small), 1.1 
(large); 30-1.; 36-0.8 
Columbia It. (A/C) 6-4.6; 8-3.6; 10-3.1; 
12-2.3; 18-1.7; 24-1.4 (small), 1.2 
(large); 30-1.; 36-0.8 
Columbia Bold (A/C) 6-4.1; 8-3.35; 
10-2.95; 12-2.2; 16-1.8; 18-1.6; 24-1.3 
(small), 1.1 (large); 30-0.9; 36-0.7 
Columbia Bold It. (A/C) 6-4.4; 8-3.35; 
10-2.95; 12-2.2; 18-1.64; 24-1.29 
(small), 1.11 (large); 30-0.93; 36-0.73 
Commercial Script (ATF) 12-2.45; 14-2.14; 
18-1.65; 24-1.34 
Comstock (ATF) 14-1.46; 18-1.15; 24-.89 
Cond. Gothic No. 2 (Lud) 12-2.923; 
14-2.426 
Consort (S-B) 6-3.05; 8-2.67; 10-2.14; 
12-1.68; 18-1.22; 24-.98 
Consort Bold (S-B) 10-1.94; 12-1.7; 
18-1.11 
Consort Bold Cond. (S-B) 6-4.07; 8-3.38; 
10-2.84; 12-2.23; 14-1.7; 18-1.53 
Consort Cond. (S-B) 12-2.19; 14-1.68; 
18-1.34; 24-1.37 
Consort It. (S-B) 6-3.18; 8-2.7; 10-2.23; 
12-1.83; 18-1.31 
Consort Light (S-B) 6-3.32; 8-2.67; 
10-2.15; 12-1.63; 18-1.18; 24-.96 
Contact Bold Cond. (ATF) 8-3.68; 10-2.94; 
A2-2.45; 14-2.14; 18-1.78; 24-1.34 
Contact Bold Cond. It. (ATF) 8-3.43; 
10-2.8; 12-2.35; 14-2.04; 18-1.65; 
24-1.34 
Cooper (ATF) 6-3.93; 8-3.54; 10-2.78; 
12-2.47; 14-1.91; 16-1.64; 18-1.55; 
24-1.16 
Cooper It. (ATF) 6-4.12; 8-3.37; 10-2.83; 
12-2.38; 14-1.97; 16-1.7; 18-1.48; 
24-1.25 
Cooper No. 482 (M) 8-3.54; 10-2.78; 
12-2.47; 14-1.91; 18-1.53; 24-1.16 
Cooper Black (ATF) 6-2.95; 8-2.6; 10-2.03; 
12-1.75; 14-1.42; 18-1.09; 24-.83 
Cooper Black It. (ATF) 6-3.37; 8-2.78; 
10-2.2; 12-1.89; 14-1.58; 18-1.2; 
24-.91 
Cooper Black No. 282 (M) 6-2.97; 8-2.62; 
10-2.05; 12-1.77; 14-1.43; 18-1.1; 
24-.83 
Cooper Light No. 482 (M) 6-4.; 8-3.56; 
10-2.80; 12-2.45; 14-1.92; 18-1.54 
Cooper Light It. No. 482 (M) 6-4.19; 
8-3.43; 10-2.80; 12-2.35; 14-2.04; 
18-1.45 
Cornell & Bold (+) 6-4.21; 8-3.2; 9-2.94; 
10-2.75; 11-2.51; 12-2.34; 14-2.07 
Cornell & it. (1) 6-4.27; 8-3.2; 9-2.94; 
10-2.75; 11-2.54; 12-2.34; 14-2.07 
Corona w it. & S.C. (Li) 5-3.45; 544-3.35; 
6-3.23; 7-3.; 7144-2.85; 8-2.85; 
814-2.78; 9-2.6; 10-2.45; 11-2.36; 
12-2.24; 14-2.04 
Corona & Erbar Bold (or Bold Face No. 2) 
(Li) 5-3.68; 514-3.43; 6-3.31; 7-3.05; 
744-2.85; 8-2.94; 8#1-2.80; 8#2-2.68; 


9-2.56; 10-2.45; 11-2.35; 12-2.25; 

14-2.04 

Coronet (Allow for swashes) (Lud) 
14-3.72; 18-2.85; 24-2.04 

Coronet Bold (Allow for swashes) (Lud) 
14-3.22; 18-2.46; 24-1.86 

Corvinus Bold (B) 8-3.39; 10-2.61; 12-2.1 
14-1.99; 16-1.64; 18-1.49; 24-1:19 

Corvinus Light (B) 8-4.59; 10-3.64; 
12-2.99; 14-2.55; 16-2.12; 18-1.94; 
24-1.54 

Corvinus Light It. (B) 8-4.72; 10-3.69; 
12-3.01; 14-2.76; 16-2.33; 18-2.1; 
24-1.7 

Corvinus Medium (B) 8-3.88; 10-2.89; 
12-2.44; 14-2.21; 16-1.88; 18-1.66; 
24-1.34 

Corvinus Medium It. (B) 8-3.88; 10-2.97 
12. 2.43; 14-2.24; 16-1.9; 18-1.7; 
24-1.34 

Corvinus Skyline (B) 10-3.26; 12-2.72; 
14-2.54; 16-2.15; 18-1.97; 24-1.7 

Cosmopolitan No. 4 (M) 6-3.82; 8-3.14; 
10-2.65; 12-2.44 

Cosmopolitan It. No. 4 (M) 6-4.15; 8-3.42. 
10-2.9; 12-2.42 

Craw Clarendon (See Clarendon Craw) 

Craw Modern (ATF) 6-2.3; 8-1.9; 10-1.7; 
12-1.4; 14-1.2; 18-.96; 24-.70 

Craw Modern Bold (ATF) 6-2.0; 8-1.8; 
10-1.5; 12-1.2; 14-1.1; 18-.85; 24-.64 

Cushing No. 25 (M) 5-4.22; 6-3.86; 7-3.49; 
8-3.17; 9-2.85; 10-2.7; 11-2.4; 12-2.25 

Cushing It. No. 25 (M) 6-3.86; 7-3.49; 
8-3.17; 9-3.; 10-2.7; 11-2.45; 12-2.25 

Cushing Antique (Lud) 12-2.41; 14-1.96; 

18-1.49; 24-1.14 


Deepdene No. 315 (M) 6-4.39; 8-3.62; 
10-3.08; 12-2.56; 14-2.31; 16-2.04;. 
18-1.79; 24-1.36 

Deepdene It. No. 315 (M) 6-5.25; 8-4.34; 
10-3.69; 12-3.07; 14-2.82; 16-2.54; 
18-2.21; 24-1.60 

Deepdene Bold No. 317 (M) 6-4.01; 
8-3.32; 10-2.83; 12-2.35; 14-1.99; 
18-1.57; 24-1.2 

Deepdene Bold It. No. 317 (M) 6-4.35; 
8-3.59; 10-3.06; 12-2.55; 14-2.26; 
18-1.78; 24-1.37 

Delia Robbia (ATF) 6-4.52; 8-3.75; 10-2.8; 
12-2.5; 14-1.96; 18-1.56; 24-1.21 

Della Robbia No. 231 (M) 6-4.44; 8-3.32; 
10-2.79; 12-2.23 

De Roos & It. (i) 8-3.52; 10-3.1; 12-2.63; 
14-2.42 

De Roos It. (ATF) 6-4.6; 8-3.7; 10-3.1; 
12-2.7; 14-2.4; 18-2.1; 24-1.7; 24#2-1.5 

De Roos Roman (ATF) 6-4.3; 8-3.4; 10-3.; 
12-2.6; 14-2.3; 18-2.; 24-1.6; 24#2-1.4 

De Roos Semi-Bold (A/C) 8-3.42; 10-3; 
12-2.59; 14-2.28; 18-1.79; 24-1.6; 
24#2-1.33 

De Vinne & It. (|) 6-3.68; 8-3.13; 9-2.9; 
10-2.61; 11-2.31; 12-2.11; 14-1.78 

De Vinne w It. & S.C. (Li) 6-3.5; 8-3.0£: 

9-2.88; 10-2.57; 11-2.31; 12-2.14; 
14-1.86 
De Vinne No. 11 (M) 5-3.97; 6-3.43; 
8-2.82; 10-2.43; 11-2.23; 12-1.98 
(continued next month) 
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(continued from page 8) 


‘hanks for including my newspaper ad 
ABC network in the critic panel's 
ature, What’s New, What’s Best, De- 

. omber issue, p. 50-51. But everyone was 

edited except my agency, Doyle Dane 

ernbach! Surely this glaring oversight 

1 your part was a typo. Please make 

mends. 


Allan Buitekant 
Art Director 
Doyle Dane Bernbach 


most expressive .. . 


I am employed with a Venezuelan ad- 
vertising firm, however I have been sent 
to the United States to study the great 
advantages and progress of this indus- 
try in this country. I am now enrolled 
in the Art Department of the University 
of Michigan. 

I have found your magazine to be the 
most expressive of modern American 
advertising, and so I would be very 
pleased to be able to receive your 
monthly issues. 


J. E. Franco, 
Ann Arbor, Mich. 


report from Jo Sinel . . . 


I have recently returned from four 
months in Australia and New Zealand 
where I made a visual exploration of the 
natural scene primarily, but I did cast 
an eye at various aspects of visual com- 
munication and aspects of graphic arts 
generally. 

Now I am back in San Francisco where 
! am concerned with the development of 
a new industrial design firm, Affiliated 
Industrial Designers. Besides myself, it 
has Norman Steuer and James R. Pen- 
dergrast heading up the various activi- 
ties. Steuer’s years in design added to 
my own add up to over 50 years of com- 
bined experience to place at the client's 
disposal. 

Jo Sinel 


(continued on page 93) 


any product 
that worth 
advertising 
worth good 
typography... 
Philadelphia 


Armstrong 
provides good 


typography 


WALTER T. ARMSTRONG, INC. 


35 N. Tenth Street - Philadelphia 7, Pennsylvania 
WAlnut 2-2176 
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Philadelphia 


PHILADELPHIA 
MUSEUM 
COLLEGE 

OF ART 


Modern career college for 
today's artists, designers 
and art teachers. Coed. 
Accredited. 4-year B.F.A. 
or B.S. degrees. Also Eve- 
ning Division and Summer 
Workshops for students 
and teachers. Catalogs. 
E. M. Benson, Dean. 


PHILADELPHIA MUSEUM COLLEGE OF ART 


DEPT. H, BROAD & PINE, PHILADELPHIA 2, PA. 


art watenuols 


now easy to order with 
this BIG NEW CATALOG 


SUPPLIES 


PRILADELPRIA 
ART SUPPLY CO. 


frente steer 


FREE. 224 pages cover every kind of 

* art supplies colors, 
brushes, canvas, papers, easels, picture 
frames, screen process supplies . . . any- 
thing that any artist needs. 


Send for @ copy. 
It's yours for the askingl 
PHILADELPHIA 


SUPPLY CO 
25 So. Eighth Street 
Philadelphia 6, Penna. 


Philadelphia agency Recent- 
head paints communication ly com- 

pleted oil 
by Jay Lavenson, Sr., founder and chair- 
man of Lavenson Bureau of Advertising, 
symbolizes the world of communications. 
The painting, now hanging in the 
agency’s conference room, incorporates 
the western world and the tropics, a space 
satellite, tv antennas, telephones, news- 
papers and books, signalling by flag and 
drum. At left, Philadelphia arcist Martin 
Jackson, and Lavenson. Lavenson credits 
Jackson with criticism and guidance for 
this piece. 


Paul H. Meissner 
joins George Faraghan Studios 


The newly created position of stylist-de- 
signer is filled by Paul H. Meissner, 
formerly AD, of Peter Dant, Inc., photo- 
graphic illustrators. Earlier Meissner had 
been artist/designer for Hoedt Studios. 
Meissner, who studied fine arts at Temple 
University’s Tyler School of Fine Arts, 
and advertising design at Philadelphia 
Museum College of Art, wiJl be in charge 
of set design at Faraghan. 


Philadelphia AG’s 9th 
March 3-17 


About 125 pieces by local advertising and 
editorial illustrators will be displayed in 
the lobby of Philadelphia National Bank 
building, Broad and Chestnut Sts. Albert 
Michini, general chairman for the exhi- 
bition, announcéd award certificates will 
be given in 4 categories: editorial, con- 
sumer trade, retail, and portfolio (experi- 
mental). Three judges will make the 
awards in the first 3 classes, and the port- 
folio award will be decided by member 
ballot. 

Entry deadline is Feb. 11. Application 
forms are available from Albert Michini, 
34 S. 17th St., Philadelphia 3. AG mem- 


bers only may exhibit. Entries will be 
received at Harvey Simpson’s studio, Rm 
1001, Western Savings Fund building. 


Talone & La Brasca 
replaces Jay Midence Associates 


With the departure of Jay Midence t 
Puerto Rico and the real estate business 
the Jay Midence Associates studio has th« 
new name of Talone & La Brasca. Illus 
trator James Talone and designer Car 
mine P. La Brasca had been partner 
with Midence since April 1955, bough: 
out his partnership July 31, 1960. 

Talone & La Brasca employ a staff 0} 
12, represent 4 other artists as associates 
Both advertising and editorial art worl 
is produced, with heavy emphasis o1 
creative. 


Philadelphia clips 


John Maxwell, who heads his own 
agency at Bala-Cynwyd, had a one-man 
show of his oils, watercolors and col- 
lages at the Ahda Artzt gallery in New 
York. He is president of the Philadelphia 
Water Color Society and chairman of the 
Philadelphia Art Alliance .. . New AG 
members are painter/art teacher Naomi 
Bruno; printer Aaron Cherry; illustrator 
James B. Jordan, Arch Art; printer and 
PIP president John V. Kratz . . . George 
Beach, formerly of 1620 Locust, opened 
new studio at 34 S. 17th . . . Ayer’s Charles 
Coiner was AG’s guest speaker Jan. 20 
... AG grants a special membership rate 
of $6 to young artists in their senior year 
and for one year after graduation .. . 
New at Mel Richman: Mary Anna 
Gilmore and Robert F. Giandomenico. 
Gilmore, who joined the illustration 
dept., is a graduate of Moore Institute of 
Art, has been with the advertising layout 
dept. at Lit Brothers. Giandomenico, an 
honor graduate of Philadelphia Museum 
College of Art’s photography course, 
joined the photographic division and wiil 
work under Tom Meehan. Giandomen- 
ico’s work has appeared in many leading 
magazines, and he has worked in ail 
photographic media from motion pic- 
tures through general illustration... 
Norma L. Egendorf, for over 8 years 
advertising and public relations mgr. 
International Resistance Co., now a- 
count mgr. in Mel Richman’s contac 
staff. She is treasurer of Eastern Indu: 
trial Advertisers and is on the executiv 
committee of the Delaware Valley Indu 
trial Editors Assn. . . . € 
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FARAGHAN 57.9 4 


we plunge into every job 
with creative enthusiasm 


art director ¢® jack bythrow 
agency ® erwin wasey, rauthrauff & ryan, inc. 
client ¢ lederle laboratories division 
american cyanamid company 


...in the darkroom 


GEORGE FARAGHAN STUDIO 


1934 arch street - philadelphia 3, pa.- LOcust 4-5711-12-13 


art director morris guariglia 
agency harris d. mckinney, inc. represented by: 
client © e. i. dupont de nemours & co., inc. william d. lanser - phillip a. schoettle - john robinson 
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BLAZE 


Nationally proved and accepted black 
and white retoucher’s photo bleach since 
1955. Send for FREE SAMPLES and instruc- 
tions. Dealers invited. 


URBAN ART SERVICE 


2506 Lake View Ave., Chicago 14 


‘he Gortotose. for precise work 
the NORedge for close work -- ie 


steel drawing beard edges 


for data check with your dealer or write 


Artists Guild’s 21st Awards were 


fine art exhibit given to 7 


pieces and ¢ 
won honorable mentions in AG show 
held at the Visual Art Center. In all, 86 
pieces were shown. Winners illustrated 
are: 1) Weiss Award, $300, to Fred Stef 
fen’s The Herring Fishes; 2) Artists 
Guild Award, $200, to Peter Gourfain’s 
Woman Holding 2 Strands of Wheat; 3) 
Monsen Award, $100, to Robert Amft's 
Backyard; 4) Laurence Award, $100, to 
Charles Bracken’s Green Lake; 5) Col- 
lins, Miller & Hutchings Award, $100, to 
William Woolway’s Blue Troy; 6) C. 
Gordon Brightman Award, $25, to Cal 
Dunn’s Winterscape. 

Luc Le Bon also won a $25 Brightman 
with his Landscape 1960. Honorable 
mentions went to Maureen Munson’s 
Bob and Peter Gourfain’s Trees. Judges 
were Chicago painter Martyl; painter/ 
teacher Roland Ginzel, University of 
Illinois; painter/teacher/critic Franz 
Schulze, Lake Forest College. 

Robert Amft was chairman of the fine 
arts exhibit committee. Committeemen 
included Stephen Heiser, Jim Paulus, 
Charles Bracken, John Temple and 
George McVicker. 


Chicago clips 
AD Fred Wahl from Aubrey, Finlay, 
Marley Hodgson to Holtzman-Kain... 
Robert R. Hadley from AFMH too, but 
to Hitchcock Publ. Co., Wheaton, as 
AD of 8 industrial magazines and 4 
directories. Will also be responsible for 
overseeing production. . .. Ludlow Typo- 
graph Co. directors elected Frederick 
Secord president. Secord, attorney and 
Ludlow’s chairman of the board, succeeds 
the late Arthur H. Hedly as president. 
Secord always serves on the boards o' 
Chicago Rotoprint, Art Color Printing 
Central Typesetting & Electrotyping. H: 
has been secretary-treasurer of th: 
Graphic Arts Industries coordinating 
committee, and chairman of the Nationa 
Commission for Commercial Relie 
Printing. e 
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Ar old sepia print of the kind found 

in family albums does 

whimsical duty as announcement for 

Photographic Illustrators Group show 

held at Museum of Science & Industry. 

Credits: Designer Norman Gollin, 
handlettering, Milt Zolotow. 


Jack Lynah heads 
Geissinger agency 


Formerly vp and AD of W. B. Geissin- 
ger & Co., Los Angeles, Jack Lynah has 
been elected agency president. He suc- 
ceeds the late W. B. Geissinger. Lynah, 
who joined the company over a year ago, 
had earlier operated his own agency 
Lynah & Nelson, in San Diego. 


PRINTING 


Alan Nelson creative head 
at Lennen & Newell SF 


With Theodore Huston recently named 


vp/manager of Lennen & Newell, Beverly § 


Hills, Alan Nelson becomes creative 
director of the San Francisco branch. 
Nelson will continue as copy chief while 
supervising copy and art departments. 
He joined the agency in 1955 as an AE 
on Crown Zellerbach. The author of tv 
plays and fiction, his background also 
includes extensive freelance writing for 
industrial films, tv shows, magazine 
articles. 


LA clips 


Art school students are organizing a club 
along the lines of ADLA and ADLA will 
provide guidance. ADLA’s education 
committee, (chairman Earl Klein, Joe 
Henninger and Harry Diamond), now 
developing a plan of working with the 
students... ADLA new members are 
James E. Burress, supervisor of com- 
mercial art dept., North American Avia- 
tion, Atomics International Div.; photog- 
rapher Ovid Neal, 4362 Leimer Blvd. . 


BEST 


TERNAT TIONAL PRINTING WEEK /JANUARY 15-21 


LA poster for 


shows the end result, not mechanics or tools of the trade. Brightly 


Privting Week varicolored panels in variety of design techniques. Design was also 
used in letterheads, other promotion material. 
Credits; AD Robert M. Runyan, Art Direction studio. Designer Paul T. Fimgh. 


Art. st Keith Axelson. Printer Fred Hensen Co. 
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SPECIAL! “EYE OPENER” KIT 


CLIP BOOK ART 


Dozens of different 

art proofs—all ready 4 

to clip and use. Ac- 95 
POS 
PAID 


tual $15 value, now 


offer to 

art can save you 
And give you top 
quality art in the bargain! Used by top 
advertisers for ads, printing, publica- 
tions, direct mail, audio-visual aids, 
etc. ‘Offset, letterpress, silk screen, 
film. Only '$1.95—and no strings at- 
tached! Your paste-up kit will include 
many samples from “Art Director's Clip 
Kit” and “Clip Book of Line Art”... 
line drawings, pre-screened halftones, 
lettering, two-color art, Grafiklines. 
Enough ready-to-use art for dozens of 
paste-ups. Satisfaction guaranteed—no 
obligation. Merely attach check for 
$1.95 to your letterhead and ask for 
your “Eye Opener” kit. (Only one to a 
customer—and new customers only !) 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 4, NEW JERSEY 


oianis 


BERUBE 
SALKIN 
STUDIO 


crete 


] LEAVES AIR CLEAN 


ACROLITE 


RETOUCHING 


PRODUCT ILLUSTRATION 


COLOR — B/W 


BACKED BY A COMPLETE ART SERVICE 
Layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 
WM. MILLER ADVERTISING PRODUCTION 
672 S. Lafayette Park Pi. Los Angeles 57, DU 54051 


West Coast 
TE% 
dé ‘ 
how 
, 86 
ated 
Stef 
tists 
Lin's 
; 3) 
nft’s 
), to 
nan 
ible 
_ 
| ai 
la 
ie 
81 


VOM" 


PRESSURE-SENSITIVE 


ADHESIVE 


obsoletes 
rubber cement! 


fabric and 
many other 
Buy at leading art supply and 
stationery stores. 
Made by the World Leader in Pressure-Sensitive Adhesives 


AVERY LABEL COMPANY 


A Division of Avery Adhesive Products, Inc. 


SPECIAL BARGAINS 
in ART MATERIALS 
and ART BOOKS 

“Friem's Four Pages,” 
our interesting art 
newsletter... 

FREE on request. 


FRIEDMAN INC. 


QUALITY ART MATERIALS 
25 West 45 St., NewYork 36 


Cl 5-6600 


as 


marie Fave 


ALWAYS 


production 
bulletin 


Type notes: Largo, new, expanded capital- 
letter face with small serif accents, now 
on the American point body, 4-30 points, 
regular, semi-bold, bold. Allegro, decora- 
tive display, is in 12-72. Standard family 
has been augmented with italics in two 
weights. Regular, 8-36; medium, 8-42. All 
these from Amsterdam Continental, 276 
Park Ave. S., New York 10. Write for 
specimens. Also from Amsterdam, new 
showings of Walbaum and City families. 


LARGO LIGHT 


STANDARD 
Medium Italics 


STANDARD Italics 


Craw Clarendon Cond 
Caslon Antique 


.. . Craw Clarendon Condensed now in 
14, 18, 24, 30, 36, 48, 60, 72, 84, 96 points. 
Caslon Antique revived by ATF in sizes 
from 8-48. 12 of the 21 versions of Univers 
are now available. Specimens of all these 
ATF faces can be obtained from ATF, 
200 Elmora Ave., Elizabeth, New Jersey. 

. . 52-page type specimen book prepared 
by The Highton Co. 224 Market St., New- 
ark, N.J. It is offered to agencies, ad 
managers, purchasing agents, of eastern 
companies, printers, artists. For copy, 
write on your company letterhead. . . . 
loose-leaf type specimen book offered by 
The Magoffin Co., Inc., 6230 Yucca St., 
Hollywood 28, Cal. Write on company 
letterhead. . . . new model Foto-Riter 


Typesetter No. 325 weighs 101 lbs., sets 
from 14-72 point sizes in more than 50 


styles from individual slide units. Can 


LARGO BOLD 


new typefaces, new papers offered; re-screener 


removes dots, lines, grain from copy 


vary spacing, justify, cut-in, etc. Fi + 
folder, Foto-Graphic Products Co., 27) | 
14th Ave. S., Minneapolis. . . . a new 
Photo-Lettering Inc. style is Governa’e 
Renaissance Script, 
tion by Sandi Governale. Features rever.c 
accenting of strokes from convention ii 
style . . . pressure sensitive letters avd 
numerals on matte acetate are easy ‘0 
use. Write for The AG Catalog, PSM-6), 
Applied Graphics Corp., Glenwood 
Landing, L.I., N.Y. 


On paper: new speciments of four-color 
printing on book papers of Crocker, Bur- 
bank being offered thru distributors or 
mill at Fitchburg, Mass. . . . P. H. Glat- 
felter Co. has developed a new insignia 


Spencerian 


PH. GLATFELTER Co. 


QUALITY PAPERS SINCE 1864 


for company identification. Text type is 
a complete essay about the company. . . . 
Kimberly-Clark now making Metro Offset 
in a new brightness level. . . . tangerine 
color added to Radar Vellum Bristol line 
of American Envelope Co. . . . two grades 
of fine, thin papers now made by Peter J. 
Schweitzer division of Kimberly-Clark, 
Microtext Niagara N for offset and Mi- 
crotext New England Bible-N for letter- 
press. . . . two new parchments suited for 
use as ad inserts or brochures added ‘o 
decorative line of Parchkin Motif At 
Parchment. Known as 55-238 and 55-24), 
both can be printed letterpress, offset, : t 
silk screen. One has wheat pattern, oth: r 
a contemporary design of irregular pr: - 
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matic shapes. Patterns are embedded in 
the parchment, give an embossed appear- 
ance. For samples, Paterson Parchment 
Paper Co., Bristol, Penna... . 


Production notes: new offset plate process 
is the M-R-X, developed by Printing De- 
velopments Inc. It uses a pre-treated 
metal plate and chemicals which permit 
ising plates again. Material cost savings 
range from 31% to 58%. Plate can be ex- 
posed in less time than required for a 
vresensitized plate. . . . pre-coated alum- 
num foil stock, trade named Analith, is 
vailable from Anaconda Aluminum Co. 
\nalith is ready for press, unlike lami- 
nated foil stock which must first receive 
in ink-receptive coating. Designed for off- 
et... . a negative working, continuous 
‘one, diazo paper that makes positive 
wrints from silver negatives faster and at 

‘ss cost than by photographic means has 
en introduced by Ozalid Div. of Gen- 

ral Aniline and Film Corp. It’s called 
teversal Paper 305SR. . . . new photo- 
opier is the Contourmatic Mark III. Has 
'2” capacity, is portable. For brochure, 
*. G. Ludwig Inc., Old Saybrook, Conn. 

.. reusable plastic adhesive letters and 
ymbols in black, red, white, silver, gold, 
copper, in opaque or transparent colors, 
offered by Ozalid, Johnson City, N.Y. 
Called Planotype, letters come in range 
of sizes and styles, offer dimensional ef- 
fects... . Starch rates scents too. A full- 
page ad in the Boston Traveller was 
orange scented and Starch ratings of 75% 
for women and 70% for men, rated well 
above all other ads in the paper. .. . new 
book cloth, PXB-60-L—Naturelle, is a 
pyroxylin impregnated buckram with 
good texture and is completely washable. 
It looks like a natural linen. The DuPont 
cloth can be seen on “Hummingbirds” by 
Crawford H. Greenewalt, published by 
Doubleday. . . . Dikote is a new plastic 
finish of film laminated to paper stock. 
Adds to durability, eye appeal, tear 
strength, resists scuffing. Dikeman Lam- 
inating Corp., 181 Sargeant Ave., Clifton, 
New Jersey. . . . new color and new coat- 
ing added to Flo-Paque line. Color: a 
rich magenta. Coating is a pearlescent 
called Flo-Pearl. . . . system for rescreen- 
ing halftone copy removes screen dots, 
smooths over graininess resulting from 
blowups, removes scanning lines. The 
Canon Re-Screener is distributed by Cap- 
rock Developments of 165 Broadway, 
N.Y.C. 6. It was developed by the Japa- 
nese manufacturers of the Canon Cam- 
era, should improve reproduction quality 
when screened copy is used as originals 
... Kalvar is an office copying film devel- 
oped by heat. No light, no water, no 
chemicals, no darkroom. Holds potential 
for the graphic arts. Kalvar Corp., New 
Orleans... . 
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{eCtS about the benefits of membership 
in the National Association of Art Services 


Association members 
meet every other 
month to discuss art 
studio management 
problems and busi- 
ness opportunities. 


Recent member meetings have 
been planned around such 
questions as, “Sales Strategies 
for Art Studios”, “Art Service 
Improvement”, “Studio Cost 
Accounting Procedures”. 


The Association is composed of New York 
area studio owners —founded in 1956 to 
study and improve studio procedures and 
practices. The Association aims also at 
helping develop close working relation- 
ships between art buyers and studios. 


Any art studio that has been in 
business for two years or more 
may apply for membership. 
Members include some of the 
jargest studios in the country 
and many of the smaller. 


Members receive the month- 
ly letter, “Creative Advertis- 
ing Management” (published 
by Art Direction Magazine) 
—in addition to a bi-monthly, 
“Memo to Members”. 


Other areas of member 
benefits include: Industry 
Ethics Code, Collection and 
Credit Guide, seminar pro- 
grams, maintenance of in- 
dustry data and statistics. 


NAAS is the only organization of art studio owners in the New York area. Inter- 
ested art studios may phone or write for more information: A. M. Robinson, 
Executive Secretary, Circle 5-6291, 250 West 57th Street, New York 19, N. Y. 


THE NATIONAL ASSOCIATION OF ART SERVICES 
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films for 
club programs 


(Editor's note: The following list of films 
and slides is being serialized. Names and 
addresses of distributors, explaining the 
code letters at the end of each listing, ap- 
peared with the first installment in De- 
cember 1960, will be repeated with the 
last installment.) 


HUMANISM (VICTORY OF THE SPIRIT). 30 min. 
B/W. $17.50. Analysis of man, from medieval 
artists’ God-ridden concepts to the humanist- 
plastic assertion of Man as the measure of all 
things; directed by Paul Haesaerts. RFL. 

IMAGES OF THE SEA. 15 min. B/W. $7.50. Artist 
John Little tells how he fashions decorative 
panels from driftwood. Fl. 

IMAGES MEDIEVALS. 20 min. $12.50. Middle Ages 
life, illustrated by Bibliotheque Nationale il- 
luminated manuscripts. IFB. 

IMPRESSIONISM. $3. Analysis of simplification, 
texture & broken color techniques & their rela- 
tionship to masterpieces. IFB. 

INDIAN ARTIST OF THE SOUTHWEST. 20 min. $10. 
Joe Herrera’s paintings; written & directed by 
Arthur Gould. CFI. 


AN INTRODUCTION TO MECHANICAL DRAWING. 20 
min. B/W. Silent. $2. Brief correlation of draft- 
ing to industry, plus summary of standard draw- 
ing procedures. FWC. 

JAN VAN EYCK. 10 min. $12.50. His work analyzed 
by Paul Haesaerts; narration by Pamela Brown. 
RFL. 

THE JOLIFOU INN. 11 min. $6. Analysis of the work 
of Cornelius Krieghoff, painter of 19th Century 
French-Canadian life. IFB. 

JOURNEY INTO HISTORY. 11 min. $5. The England 
of Hogarth & Gainsborough & examples of their 
art. A B.I.S. film. CFI. 

KLEE WYCK. 15 min. $7.50. The story of Emily Carr, 
painter of British Columbia Indians’ totem art. 
IFB. 

KOREAN ARTIST. 14 min. $15. A resume of ancient 
Korean art, plus the work of Lee Hyung pye, 
contemporary painter. Fl. 

THE LARGE PASSION. 14 mir. B/W. $7.50. Durer 
copperplate engravings from the Vienna Alber- 
tina Museura’s 12 original woodcuts. Fl. 

LASCAUX—CRADLE OF MAN’S ART. 17 min. $12.50. 
Examination of primitive paintings. IFB. 

LAST OF THE WOOD ENGRAVERS. 30 min. Silent. 
$4. The technique of Timothy Cole. IFB. 

8 on 10 News Gothic Cond. with bold—MARTY 

THE LEGEND IS BORN. 15 min. Ground-breaking of 

The Lincoln Center for the Performing Arts, New 

York. MTPS. 


LEONARDO DA VINCI. 68 min. $75. Life, times, art, 


inventions & scientific discoveries of “the uni- 
versal man.” CFI. 

LEONARDO DA VINCI. 25 min. B/W & color, $5 & 
$7.75 respectively. His life & work. EBF. 

LIGHT & DARK. 6 min. $4. Studies in light, shadow 
& color gradations. EBF. 

LINCOLN AT GETTYSBURG. 1 reel. 35mm. B/W. $8. 
Recreation utilizes contemporary engravings & 
Winslow Homer & Thomas Nash drawings. MMA. 

LINE. 10 min. $4. Cartoon technique illustrates 
line’s primary characteristics: length, attitude, 
degree of curvature, also movement by associa- 
tion, attention & habit, intensity, width & 
quality. NYU. 

LISMER. 18 min. $6. Arthur Lismer’s teaching 
methods at the Montreal Museum of Fine Arts. 
IFB. 

THE LONDON OF WILLIAM HOGARTH. 30 min. B/W. 
$i5. Mid-18th Century London, seen through 
his engravings. CFI. 

MAKING OF A MURAL. 11 min. $4. Thomas Hart 
Benton demonstrates essential steps. EBF. 

JOHN MARIN. 25 min. $15. Jim Davis examines 
Marin’s work and philosophy of art. Fl. 

MATISSE. 26 min. B/W. $4. Analysis of his move- 
ments while painting. SFMA. 

MEDAL MAKER. 47 min. $5. Laura Gardin Fraser 
demonstrates medals-coins’ manufacture. IFB. 

MEET THE ARTIST. 14 min. $5. Stevan Dohanos 
paints covers for The Saturday Evening Post. 
IFB. 


get to know what MICHMAN film talentsgan 
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Mi ‘HELANGELO. 50-frame silent filmstrip. $1. His 
istine Chapel frescoes. A Life film. CCNY. 
‘DLE AGES. 50-frame silent filmstrip. $1. Their 
rt, architecture, manuscripts & social order. A 
‘fe film. CCNY. 

SRERE—GEORGES ROUAULT. 14 min. B/W. $15. 

etailed study of his Misserere et Guerre series 

‘ b/w prints. CFI. 

MC AIC EXPERIMENTS. 20 min. $12.50. Creative 

pects of the newly rediscovered art. IFB. 

MC 'NTAIN FARM. 32 min. $15. Paul Sample eluci- 
‘ ites & demonstrates his painting approach. 
8. 

TH MYSTIC LAMB. 1 reel. 16 & 35mm, $4 & $6 
1 spectively. B/W. Van Eyck’s 15th Century 
c 2ation. MMA. 

LA AISSANCE DU CINEMA. 4 reels. 16 & 35mm, 
§ 2 & $24 respectively. B/W. History of pre- 
s reen advances in animation techniques. MMA. 

NAL ATJIRA: THE PAINTER. 20 min. B/W. $7.50. 
T:e story of Australia’s water colorist. CFI. 

THE NATIVITY. 20 min. $12.50. Paintings of Mem- 
liic, van der Goes, David & others. IFB. 

THE NATURE OF COLOR. 10 min. $3.25. Spectrum 
use, rainbow & colorfilm processing analyses, 
color mixing with lights & paints. A Coronet 
film. CCNY. 

NON-OBJECTIVE ART. 8 min. $3. Analyses of non- 
objective things in nature, linked with line, 
shape & color. IFB. 


THE OPEN WINDOW. 18 min. $12.50. Landscapes 
of 5 lands, recorded by great painters of 5 
centuries. IFB. 

ORIENTAL BRUSHWORK. 16 min. $5.50. Freer Gal- 
lery exhibits & demonstrations by Tyrus Wong 
& Chiura Obata. EBF. 

PAINTERS OF QUEBEC. 18 min. $7.50. Techniques 
of Suzer-Cote, Gagnon, Fortin, Lemieux, Pallen, 
Massen & Bieler. IFB. 

PAINTING IN AMERICA. 20 min. $20. Copley to 
Audabon. (Detroit Institute of Arts collection). 
Fl. 

PERTAINING TO MARIN. 10 min. $10. The work of 
the late water colorist. Fl. 

PICASSO. 50 min. $75. His work, technique & mode 
of living. CFI. 

PIN MOULD. 10 min. $3. Point of view of the 
science-inspired artist. IFB. 

JACKSON POLLACK. 10 min. $10. Painting tech- 
nique personally demonstrated & explained. FI. 

PETER BREUGHEL. 11 min. $12.50. From The 
Golden Age cf Flemish Painting series. RFL. 

THE PORTRAIT. 23 min. $5. Likeness & form de- 
velopment, plus Lajos Markos’ oil technique. 
MG. 

PORTRAIT OF HOLLAND. 12 min. $10. The Detroit 
Institute of Arts’ collection, The Golden Age of 
Dutch 17th Century Painting. FI. 

PRIMITIVE PAINTERS OF CHARLEVOIX. 22 min. $9. 
Norman McLaren analyzes the work of 5 French- 


Canadian painters. IFB. 

PRINCIPLES OF CHROMATOGRAPHY. 20 min. $7.50. 
Techniques for separating mixtures of closely 
related chemical substances. A B.1.S. film. CFI. 


QUENTIN METSYS. 9 min. $12.50. From The Golden 
Age of Flemish Painting series. RFL. 


RAINBOW TO ORDER. 21 min. An Interchemical 
Corp. film. MTPS. 


REGINA COELI (QUEEN OF HEAVEN). 13 min. $15. 
Fra Angelico’s frescoes. RFL. 

REMBRANDT: POET OF LIGHT. 13 min. B/W. $4.50. 
His paintings, drawings & prints. IFB. 

REMBRANDT: VAN RIJN. 27 min. $8.50. Sketches, 
self-portraits & paintings. EBF. 

THE RENAISSANCE. 26 min. B/W & color, $5 & 
$7.75 respectively. Its achievements, photo- 
graphed in Italy & France. EBF. 

RENOIR. 23 min. $20. Over 50 of his paintings. 
CFI. 

ROGER VAN DER WEYDEN. 8 min. $12.50. From 
The Golden Age of Flemish Painting series. RFL. 

7 GUIDEPOSTS TO GOOD DESIGN. 14 min. $10. 
Analysis of design principles in houses, furni- 
ture, tableware, etc. CFI. 

SONG OF CEYLON. 4 reels. 16 & 35mm, $12 & $24 
respectively. B/W. 17th Century commentary 
over pictures of Singhalese life today. MMA. 

(continued in a future issue) 
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philadelphia area 

15 n. presidential bivd. 
bala-cynwyd, pa. 
trinity 8-5500 

new york area 

575 lexington ave., n.y. 22, n.y. 
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You can’t top us when it comes 
to the ultimate in service and 
performance ... call us and try. 


14 East 39 St.. New York 


sz bebell, 


COLOR LABORATORIES 


slides 
color and b. & w.. 


any size, any style 


from art, transparencies & negatives 


film strips 


(masters - duplicates) 
from art, transparencies & negatives 


for busy layout men, 
2-headed designers 
color photostats 
(6-hour service available) 
paper-base or acetate 


matte or glossy 
color prints 
any size, any style 


from art, transparencies & negatives 
WAtkins 4-8573 


108 W. 24th St., New York 11 
Cables: Labsbebell, N.Y. 


SELL YOURSELF LOCALLY... 
Place an ad in 
Art Direction’s 
local news pages 


Enlargements — Murals 
PHOTOGRAPHIC 


Exhibitions — Mounting 


Lens Craft Studios Ine. 
305 East 47th Street 
New York 17, N. Y. Pi 5-3438 


crolite. 
ODORLESS } 


FIXATIVE 
FIXES ODORS 


ACROLITE-RA 


trade talk 


(continued from page 34) 
shaw, Director's Art Institute, conducts 8 p.m 


Tuesday classes on Art as a Business, at ASL 
Gallery. Tuition for the course is $6 for League 
students, $7.50 for others, 1.25 for individua 
lectures (if a League student), and 1.50 fo 
others . . . Bourges ‘61, an exhibit of art fo 
reproduction with emphasis on how art wa 
prepared, will be at the SI gallery, 128 E. 6 

St., March 14-17. Meetings and demonstration 
will be held in connection. For free tickets 
additional information, contact local art mo 
terials dealer or write Bourges Color Corp 

Dept. 36, 80 Fifth Ave., New York 11... Harok 
Sosnow Associates, (used to be Lane-Sosno\ 

Associates), now at 33 W. 42 St., LO 4513¢ 
Now emphasizing design for direct account 

as well as general studio service for agencie 

. . . Harry Carter. past president of SI, di 

more than 100 b/w line illustrations and de 
signed Devin-Adair’s book, The Real Munct 

hausen .. . Henry J. “Duke” Schilling, fo: 

merly with Kennedy Associates, has opene 

offices at 280 Madison, MU 4-1856, reppin 

nationally known cartoonists . . . Bill Gol« 
Advertising opened studio at 580 Fifth, J 
6-0870. Specializing in motion picture ac 
counts, it was LA studio for 2 years .. . Frank 
Bowling now handling art personnel at Lillian 
Roberts agency, 17 E. 45 St... . Hudson Valley 
Art Assn. exhibition, April 30-May 7. Entries 
due April 24, at Westchester County Center, 
White Plains. Prospectus from secretary, 
Mrs. Hildegarde Stadelman, Park Lane, White 
Plains . . . High School of Art & Design, 1075 
Second Ave. (cr. 57 St.), holds continuing dis- 
plays of the work of students . . . Mrs. May 
Bender, partner in Lane-Bender, speaker for 
recent meeting of Assn. of Advertising Men & 
Women, said future changes in agency com- 
pensation system will provide for better col- 
lateral, therefore more agencies will use pro- 
fessional package designers who have 3D 
thinking, as opposed to typical artist's 2D 
thinking . . . Norbert Van Houten and Elias 
B. (Bud) Baker have formed marketing design 
firm of Van Houten, Baker & Associates, 145 
E. 52 St., MU 8-3690. Van Houten, president, 
formerly headed his own industrial design 
firm. Baker had been an account supervisor 
at DDB . . . David Saltman, from general mcr. 
and PM at Cowan Publishing, to printer at 
Elgin Press. He is on faculty of Institute of 
Publication Production, NYU . . . Jim York, 
360 E. 55 St., MU 8-7232, now reps Emni, 
men’s fashion and accessories illustration, as 
well as Frederick Marvin, woodcut and mono- 
print; Margaret Yakovenko, decorative; Sofia. 
illustration and children’s fashion; John Ccrl, 
still life photography; Dick Ely, wome:.'s 
fashion . . . Museum of Modern Art formd 
Institute of Modern Art, to be responsible 2 
Modern’s school for children and adults, a i, 
in cooperation with the museum and N: |. 
Committee on Art Education, to develop n: v 
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.ctivities in art education. Victor D’Amico, 
irector of the Museum's Dept. of Education, 
. rill be director and president of the Institute 
. . Pratt Graphic Art Center has Saturday 
‘orkshops for artists, students and teachers, 
' 35 Broadway, (10-11 Sts.), 11-5. Also: Monday 
«ening woodblock printing classes taught 
} y Kobashi:; silk screen printing classes Mon- 
« 1y afternoons, supervised by Andrew Stasik, 
( R 4-0603 .. . Alcuin W. Lehman was elected 
} esident of Advertising Research Founda- 
ton. He had been managing director for 16 
y ars . . . Trade and business associations 
cid media reps may now join ARF. The re- 
c nt change in ARF bylaws also made pos- 
s »le the election of Arthur Hull Hayes as 
c airman of the board of directors. President 
c CBS Radio, he is the first media exec to 
h Id either of the 2 highest ARF offices (he 
h s been vice chairman for 1960 and an ARF 
d ector since 1955) . . . L&B Graphics Asso- 
ci tes, 115 W. 23 St., installed a new screen- 
in ; device that simulates woodcut lines. The 
w odcut photo screen technique, using lines 
instead of dots, is available from 55 to 120 
sc-een. Details from vp Bob Barkow, OR 5-8933 
.. Mal Rubin, chairman of the board, Shaller- 
Rubin Co., told Artists Guild that advertising 
artists and ADs should be trained in writing, 
mcrketing, media, management, etc. “Artists 
rarely contribute the full measure of their 
talents as advertising men . . . Why is the 
copywriter a student of marketing, media and 
account work while the artist is not? .. . Some 
of our agency's best copy has come from Jim 
Horne, our art director, and Joan Kantounis 
who assists him” . . . Herbert C. Rosenihal, 
president of Graphics Institute, conducted an 
evening course on “How to Use Graphics to 
Communicate Facts, Figures and Ideas More 
Effectively”, for American Management Assn. 
... Dagmar Freuchen, Art Students League 
fashion illustration instructor since 1946, and 
the widow of Arctic explorer Peter Freuchen, 
has completed his book, Adventures in the 
Arctic, published by Julian Messner in New 
York and by Copp Clark in Canada . . . Photo- 
Lettering’s Improvenu in caps is used for 
Union Carbide building lettering. For the 
building's entrance, baked enamel letters 12” 
high are set against a panel of fluted stainless 
steel .. . A Short Bibliography on Corporate 
Image is available to ARF members from 
Advertising Research Foundation, 3 E. 54 St., 
New York 22 ... Visual Identity Corp. has 
moved to 101 Park Ave., MU 4-8060 .. . Harry 
& Marion Zelenko did that promotional mailer 
from Davis, Delaney, about their 2 5-color 
52”x76” make-ready sheet-feed rotary letter- 
press installations with roll-sheeter attach- 
ments ... . Francis Blod designed new bank 
checks for The Citizens & Southern National 
Bark, Atlanta . . . Packaging Institute’s story 
wa: taped by president L. H. Zahn and exec 
dir: ctor Charles Feld for overseas broadcast 
on Voice of America . . . Packaging Institute 
(continued on page 95) 


Admaster offers same 
= day service! Any size or 
me type...color or black & 
3 white ...one-of-a-kind or 
=) large runs and Admaster 
=) does the job right! 
Slides?...call Admaster! 


 Admaster 


TS, INC. 


AMERICAN 
BLUEPRINT CO 
_7 EAST 47” ST. 1-2240 
299 MADISON 7-196) 


630 FIFTH AVE. (05-0990 
60 EAST 56" ST. Plaza 1-2240 
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how goes the job? 


good -- thanks to 
PARA-TONE 


Copy-Zip/Zip-A-Tone Matte or 
Clear Frisket/Blu-Zip Clear 
Frisket /Zip-A-Line Tapes /Zip- 
A-Line Tape Pen/Para-Tipe/ 
Zip-A-Tone /Para-Paque /Para- 
Tone Color Sheets/Numbers/ 
Symbols / Arrows / Lines / 


Borders / Screens / Patterns 
Ask your dealer 

about these quality 

Para-Tone products, 


or write us 
for catalogs. 


PARA-TONE 
incorporated 


512 W. Burlington Av. 


Grange, Ill. 


‘ 
For Your Every Picture Need 
count SURVEYS, RESEARCH and REPORTORIAL SERVICES = 
Munc! WIRE and RADIO TRANSMISSION 
| Press Building, Ploza, New York 20,N.Y. 
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booknotes 


BOSCH, Robert. L. Delevoy. Worid Publishing 
Co. $5.75. 


A biographical and critical study, trans- 
lated by Stuart Gilbert. One of The Taste 
of Our Times series of monographs 
printed in Switzerland, it has 54 color 
plates planned and directed by Albert 
Skira, representing the best work of the 
Flemish master, who has been called the 
precursor of surrealism. 


CHINESE PAINTING. James Cahill. World Pub- 
lishing Co. $27.50. 


A panoramic study by a Freer Gallery as- 
sociate of nearly 20 centuries of Chinese 
painting, reproduced in 100 full-color 
plates, including scrolls from Imperial 
(Formosan) sources, temples and private 
Japanese collections. The volume is the 
latest in Skira’s Treasures of Asia series. 
Contents range from 2nd to 9th Century 
figure paintings to the 18th Century's 
Yang-chou Eccentrics. 


ART IN AMERICA—THE PRECISIONISTS. Vol. 48, 
No. 31960. Art in America, Inc. $10 yearly sub- 
scription. 

Featured are Martin Friedman (Preci- 
sionist View), Edward Deming Andrews 
(Shaker architecture), Vincent J. Scully, 
Jr. (Precisionist Strain in American Ar- 
chitecture), and H. H. Arnason (The New 
Geometry). Other contributors include 
Gustave von Groschwitz (printmaking), 
John D. Morse (new-realism reaction to 
abstract art), Henri Cartier-Bresson 
(American scene photos), John I. H. 
Baur (rediscovering Patrick Henry Bruce, 
painter), and 4 exhibition previews: 


Prendergast (Boston), Flemish art (De- 


troit), American sculpture (Paris) and 
Turner (New York). In his preface, Rus- 
sell Lynes suggests that a precisionist 
style is urgently needed in current art 
criticism. 


HORIZON. Vol. 3, No. 2, Nov. 1960. American 
Horizon, Inc. $3.95. 


Articles cover David Rockefeller’s art- 
buying program, which has made Chase 
Manhattan Bank “the greatest corporate 
patron of art”; the American skyscrap- 
er’s invasion of Europe, Gilbert Highet’s 
Iconography of Heavenly Beings, the art 
of Africa’s N’debele people, Donald Hall’s 


interview with Henry Moore, the FTC’: 
surveillance of TV advertising, and Top 
olski’s Buckingham Palace murals o 
Queen Elizabeth’s coronation. 


ALFRED STIEGLITZ: INTRODUCTION TO Ar 
\MERICAN SEER. Dorothy Norman. Duell, Sloa: 
Pearce. $6.95. 


Forty-five of his photographs and _ hi 
comments on them, as recorded by th: 
author—“what I heard him say, and wha 
I felt he signified.” 


GREAT MOMENTS IN NEWS PHOTOGRAPHY 
John Faber. Thomas Nelson & Sons. $4.95. 


Fifty-seven photographs from the N:z 
tional Press Photographers Assn. files- 
the stories behind them and the men wh 
took them—selected and arranged by th 
NPPA’s historian. 


YOUNG FOLKS’ NEW YORK. Suzanne Szasz . 
Susan E. Lyman. Crown Publishers & Lothro; 
lee & Shepard. $3.95. 


The Szasz camera and the Lyman repo: 


torial eye explore Gotham views fasci- 
nating to the small fry—a “sampling” of 


the city’s tremendous vitality and variety 
Fresh, imaginative. 6 


PERA, DESIGNER’S GOUA 
TELS, CRAYONS or POSTE 
you can do a better 


CANSON 


. you work with CASEIN, TEM- 


W1-Teintes”’ 


The Remarkable Tinted Paper 


CHE, PAS- 
R COLORS 
job with 


ticket. 


Beware of imitations. Every sheet of 
Teintes is marked along the edge 


425 S. Wabash Ave., Chicago §5, Ill. 
706 So. Magnolia, Los Angeles 5, Cal. 


Now in 
: Available in 26 b iful tones 
two a including stygian black 
19 x 24% 100% pure rag content — but in- 
and expensive 
212 x 29%2" Unique surface found on no 
other paper 
Also in Product of the ancient Canson & 
Peds eperex Montgolfier Vidalon Mills in 
1 1 5" France 
ent te ore poster 
rolls of the paner to represent “high: 
light or shadow 


also has above trade mark in the corner. 
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NEW 


Ted Poyser 


NSAD 1961 executive 
to be nominated April 17 


The 15th annual NSAD meeting, to be 
held in Chicago, Sheraton Towers 

hotel, will pass on the 1961 national 
executive slate to be submitted by a 
nominating committee. Ted Poyser, 
president of the Art Directors Club of 
Los Angeles, is chairman of the 
committee. 

The annual meeting will be held all 
day Monday, April 17, and will include 
morning sessions, a luncheon, and 
afternoon sessions. Chicago is the host 
club. ADCC president Herbert S. Bull 
appointed John W. Amon, vp/art dept. 
mgr., NLB, as arrangements chairman. 


Atlanta elects officers, committees 


New administration of the Atlanta club 
is 1eaded by president Arthur Gross, 
first vp Herb Boston, second vp Willard 
V allace, secretary Lawrence Gross, 
tr asurer Jim Thompson, directors 
B ron G. Roberts and Ray Ketcham. 
C mmittee chairmen are: 

Marshall Lane, program; Herb Webb, 
c! aplain; Willard C. Wallace, member- 
s!_p; Herb Boston, telephone; Joseph 
P crin, exhibition; George Zell, 
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National Society of Art Directors 


entertainment; Billy Tilson, publicity; 
Sol Malkoff, constitution and bylaws; 
Bob Hiers, awards. 


ADLA awards Feb. 18 


Ticket reservations for the 16th annual 
awards dinner to be at the Statler are 
available from Bob Ewell, DU 1-1301, 
and Jim Cross, CR 4-8061. A show 
preview party will be held Feb. 20 at the 
Museum of Science and Industry, 
Exposition Park. The show opens to 

the public Feb. 21. 


Salvatore Taibbi 


William H. Schneider 


Salvatore J. Taibbi chairs 
Communications Conference 


The 1961 Visual Communications 
Conference will be held at the Hotel 


February 1961 


Commodore, New York, Mar. 22-23. 
Salvatore J. Taibbi, American Telephone 
& Telegraph Co., is chairman. William 
H. Schneider, Donahue & Coe, is director. 


Detroit drives for members 


Detroit has been accepting new members 
at halfprice since Dec. 1. The plan, to 

last until Mar. 1, also includes an 
incentive for present members. Each 
member who brings in 3 new members 
will have his following year’s dues cut by 
half. Dick Hirn, MacManus, John & 
Adams, is new membership chairman. 


K C adds 6 new members 


President George Moyer presented these 
new members at a recent Kansas City 
meeting: Max E. Penner, associate AD, 
Harmon Smith Inc.; George H. Opper- 
man, AD, Jones & Hanger, Inc.; Clare 
Turney, AD, Kansas City Star; Margaret 
Seburn, AD, Merrit Owens Advertising 
Agency; James Miles, art instructor, 
Central Missouri State College; Leila 
Johnson, ad production, Jensen-Salsbery 
Laboratories. 


ADLA to help local art school 
students organize own club 


ADLA will aid Los Angeles art school 
students organize their own club. Club 
president Ted Poyser, announcing the 
plan, said, “We .. . should wherever 
possible provide guidance which will 
encourage future artists and art directors 
to exchange ideas and prepare them- 
selves for their later careers.” 

ADLA’s education committee 
(chairman, Earl Klein, Joe Henninger 
and Harry Diamond) and other 
members are now studying ways and 
means of helping the students. 

The club has a new membership 
application form. Originally designed 
by the executive board and former 
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membership chairman Frank Salazar and 
now updated by current membership 
chairman Bob Rafn, it specifies appli- 
cants’ requirements more clearly. New 
members receive a welcoming letter, 
samples of which are available from 
ADLA, 4315 W. 2nd St., LA 4. 


The Birmingham club's officers for 1961 
are Revis Brasher, treasurer; James 
Weldon, vice-president; Bob Kembel, 
president, and Wally Smith, secretary. 
President Kembel succeeds Rocky Stovall. 


Chicago’s 1961 board nominees 


The Chicago club’s nominating com- 
mittee has recommended the following 
slate for its 1961 board: president— 

Lee King, Edward H. Weiss & Co.; 

Ist vp—Chuck Ax, N. W. Ayer & Son; 
2nd vp—Rene Kolkey, Leo Burnett Co.; 
treasurer—Norm Ulrich, Norm Ulrich 
Studio; secretary—Charlotte Olson, 
Chicago Printed String Co.; new board 
members—Fred Boulton, J. Walter 
Thompson Co.; Herbert Pinzke, Herbert 
Pinzke Design, and Dean Straka, 
Gourfain-Loeff, Inc. 

The committee explained that 
Charlotte Olson and Norm Ulrich were 
chosen for re-election for two reasons: 
Their outstanding work for ADCC in 
1960. A holdover of officers familiar 
with the NSAD meeting is essential. 


Chicago's fine arts show 


The club’s annual fine arts show, held at 
the Visual Art Center gallery, Jan. 16- 

29, was chaired by Fred Boulton, J. 
Walter Thompson Co., and John 
Wallington, co-chairman. Other commit- 
teemen: George Straub, cataloging and 
exhibit; Earl Gross, publicity; Susan 
Karstrom Keig, printed material design 
and production. Judging took place on 
Jan. 3. The exhibit followed last year’s - 


pattern, entries, being classified as either 
modern or traditional and judged 
accordingly by two juries of three 
members each, chosen by Taylor Poore. 


Dallas-Fort Worth’s 4th 
exhibition Mar. 18-24 


Dallas-Fort Worth has scheduled its 4th 
Annual Southwestern Exhibition for 
March 18-24 at the Sheraton-Dallas 
Hotel. Awards dinner is March 18. 
Exhibition chairman is Tom Young. Over 
300 entries, competing for three gold 

and 15 silver medals and 71 certificates 

of merit, will be exhibited at the hotel 
during the show. The exhibit then moves 
to Fort Worth for a week and thence 
throughout the Southwest. Judges are 
designer Saul Bass, illustrator Bob 

Peak, and AD Herb Lubalin, Sudler & 
Hennessey, New York. 


Boston planning 7th annual 
awards exhibition 


First major meeting of the 7th Annual 
Awards Exhibition committee attracted 
30 Boston Club members. “We outlined 
complete activity, appointed separate 
chairman and are well on the way to 
our best exhibit,” reports secretary Leo 
A. Harrington. The above shot of the 
meeting shows the triumvirate heading 
up the planning (at extreme left and at 
the end of the table): Joseph Havens, 
Kenyon & Eckhardt, chairman; Lee 
LeBlanc, club president, and Harrington. 
The exhibition will be held March 15. 


Despite snow that blanketed the east 
coast, the Boston club’s December 
meeting was heavily attended. Joan 
Byrne, tv director, Plaza Five Model 
Agency, guest speaker, traveled six hou 5 
from New York, arriving after the 
session got under way. Above shows her 
(right) discussing program with 
chairman Mrs. Jo Somers Campbell ar | 
president LeBlanc. 


Charlotte club hears 
Ballinger and Lane 


At recent meeting, Raymond A. 
Ballinger, Philadelphia club past 
president, Philadelphia Museum Collee 
of Art faculty member, and author of 
two books, Layout and Lettering Art 
in Modern Use, presented slides of his 
European poster collection and his own 
film, produced during a recent visit to 
Venice. Ballinger, center, discusses 

his book, Layout, with, left, former 
student Joe Thompson, and Charlotte 
president Bob Alford. 


Marshall Lane, Coca Cola Co. AD, 
advised young artists to broaden thei: 
interests, avoiding isolation through 
specialization; also, close study of clier's’ 
problems, to improve art and artist-clic it 
relations. A past president of the 
Atlanta club and a judge of Charlotte . 
first annual show last fall, he was 
Atlanta’s Ad Man of the year in 1959 
He serves on the Georgia Tech and 
Atlanta Art Institute advisory boards 
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Here, at center, he talks with, from 
| t, Charlotte club past president 

( :arles Smith, artist/historian Kenneth 
\ hitsett, Bob Parati, and Charlotte 

p -sident Alford. 


T onto’s 13th 
F ». 23-Mar. 12 


‘1 eshow, to be at Royal Ontario 

\ iseum, will include advertising, 

e torial and tv art (in 48 classifications) 
w ich was entirely produced in Canada 
ai 1 which was published between 

F: >. 1, 1960 and Jan. 20, 1961. Material 
w. | be selected by an exhibition jury 

a} »ointed by the Toronto executive and 
ex luding club members. Each piece 

se -cted for exhibition will be awarded 
a‘ -ttificate of artistic or design merit. 

ill accepted entries will be published 
in Toronto’s 13th Annual of Advertising 
an | Editorial Art, to appear in the fall. 

‘how committeemen are chairman 
Leo Rampen, assistant chairman Peter 
Croydon, treasurer Keith Scott, and 
Jim Donahue, Howard Pain, Harry 
Butler, Carl Brett. 


Milwaukee exhibition Apr. 25 


Club’s annual will be held at Layton 
School of Art, beginning April 25. 
Robert Hora, Klau-Van Pietersom- 
Dunlap, is exhibition chairman. Awards 
presentation and banquet will be at the 
Jewish Community Center April 25. 
Awards chairman is Al Jacobs, Jacobs- 
Keelan Studios. 


Omaha’s 5th set for June 10 


Deadline for the Omaha show is April 15. 
The show opening and awards dinner 

are on June 10. Entries are limited to 

6 pieces from each submitter. A brochure 
of the exhibit will be published, showing 
2 pieces from each accepted submitter. 
Show chairman is John Andrews. 


Seattle scholarship 
for high school art seniors 


A‘ +40 scholarship which provides a 

hig 1 school art senior a year’s tuition at 
Bu nley School of Professional Art, is 

no’ being made available by Seattle Art 
Di ctors Society. President Ted Rand 
wo «ed out an exchange plan with Jess 
Ca thorn, Burnley director, in return 
for he scholarship. Nine club ADs will 
ea \ contribute a month’s services, 
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consisting of one half-day instruction 
once a week. 

Students’ entries will be judged as 
part of the Scholastic Art Awards 
competition, and will be displayed in 
the State of Washington Regional 
Exhibition at Frederick & Nelson, 
Seattle, during February and March. 

Entry deadline is Feb. 4. Students 
contact their art instructors for 
application details and requirements of 
sample work. Judging will be held 
Feb. 15. 


- 


Chapter Clips 


Chicago: Paul Pinson contributed his 
cartoons to the club’s membership drive 
mailing . . . The club, STA and 
Copywriters Club held a combined 
meeting at the Sheraton Hotel Jan. 10 to 
hear editor Herbert Mayes and AD Otto 
Storch present “The McCall’s Story.” 


Detroit: President Bruce Unwin reports 
four new committee appointments: 
Fred Peck, N. W. Ayer & Son, program 
chairman; Clark Maddock, Kenyon & 
Eckhardt, board member; Kevin Barry, 
J. L. Hudson Co., representative to 
NSAD; Leigh Brown, Campbell-Ewald, 
awards banquet chairman . . . George 
Guido is design director for the annual 
of the 12th exhibition. 


Los Angeles: A pro-and-con panel 
discussion, “Research and Its Relation- 
ship to Creativity,” was held at the 
club’s Jan. 13 dinner meeting at the 
Press Club. Pro panelists: Charles 
Hutchings, copy chief, Donahue & Coe, 
and Betty Clements, Marplan Mgr., 
McCann-Erickson. Con: Bill Tara and 
Saul Bass. Moderator was Jack Roberts, 
Carson/ Roberts, Inc. ... Hugo Hammer 
and Doug Kennedy handle ADLA 
liaison with NSAD . .. Three $500 
scholarships—cartoon, fine art and 
commercial art—sponsored by ADLA 
and Famous Artists School, go respec- 
tively this year to Diane Birnbaum, 

free lance illustrator; Rick Drobner, 

Art Direction Studio artist; Tom Avila, 
Space Technology Labs designer. Al 
Parker made the presentations. 


Memphis: Arthur T. Lougee, NSAD 
president, addressed members at their 
Jan. 5 meeting at the Memphis Academy 
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of Arts. He outlined the national society's 
objectives, potential and its hopes of 
accomplishment for chapter members 

in the future . . . Leonard Crook, club 
president, announces the appointment 

of Kathryn Huckaba and Bud Hisky as 
new representatives to NSAD. Both will 
serve 2-year terms and will begin their 
tenure of office by attending NSAD’s 
Chicago meeting on April 17. 


Miami: At a recent meeting Jerry 
Bogorad detailed Bogorad & Ehrhardt's 
preparation of its winning entry in the 
club’s last annual show... Two new 
members are James P. Shattuck, Jr., 
Neals, Roether, Hickok, Inc., Orlando, 
and Vic Hosler, ]. Walter Thompson Co., 
Coral Gables . . . Committee chairmen 
are Jim Covalt, membership; Bill 
Schaller, program; Sam Willig, 
education; Luis Mendoza, Inter- 
American art relations report to NSAD. 


New York: Club was one of 7 organiza- 
tions cosponsoring Printing Week 
activities. ADC president Robert H. 
Blattner, AD Readers Digest, was on 

the general committee, and the club 
sponsored a workshop on New Directions 
in Graphic Arts Design. Blattner was 
chairman, and panelists were AD Hoyt 
Howard, Persuasive Arts Center; William 
R. Henderson, president, Smith, Hagel 

& Knudsen; design consultant Wallace 
F. Hainline . . . Bob S. Smith, Speakers 


Robert H. Blattner 


Committee chairman, is in charge of 
Wednesday luncheon-meeting attrac- 
tions. Recent big-name draws include 
Norman Rockwell (Jan. 11), Al Dorne 


(Jan. 27) and new film, Day of the 
Painter (Feb. 8). Dorne conducted his 
club guests on a trip to Westport, lunch 
at The Red Barn, and a behind-the-scenes 
tour of the Famous Artists Schools. 

New members: Aldo Biondi, AD, 
International Latex Corp.; Jack Wohl, 
AD, writer, producer and TV-print 
advertising creator, J. Walter Thompson 
Co.; Albert Greenberg, AD, Esquire and 
Gentlemen's Quarterly magazines; 
Moritz S. Jaggi, AD, Swissair Lines; 
Richard E. Sieber, AD, Equitable Life 
Assurance Society. 


Omaha: The OA/AD now has a monthly 
newsletter, Sideshow. Nancy Askew is 
editor. Subscription rates to nonmembers, 
$2. From 4827 Dodge, Omaha... Erv 
Prucha and Maryalice Wells report 
membership is now well over 70... At 
a recent meeting new member Gene 
Roncka, freelancer (Studio Place), 
discussed creative art in advertising in 
Omaha. A native Omahan, Roncka 
studied at Art Center School, was an AD 
at Y&R New York and Detroit, and at 
C-E, Detroit ... New members include 
Walter Craig, Walter S. Craig Film 
Productions; Gordon Gagini, Donna 
Lauderback, Joanna Nelle, Jan Salem, 
all of Brandeis; Ray Maruna, Joe 
Schiro, both of Paramount Paper 
Products; Pat Sindt, Goodsell-Dawson; 
‘Vince Taylor, Les Hays Studios; Allen 
Tubach, World Herald; associate 
member Jim Roncka, Roncka Brothers; 
honorary member Maynard Reece, Des 
Moines; honorary member Robert 
Gadbois, Minneapolis. 


Philadelphia: The Old West was 
transplanted to Philadelphia Jan. 13 
when the club presented its second Las 
Vegas Night Soiree. From dice tables, 
wheels, card games and other “casino” 
activities, the Scholarship Fund, used by 
art schools to aid worthy students, was 
augmented considerably. A Table of 
Loot and bonus prizes were featured. 
Samuel Cooper was chairman, Barney 
Line, advisor. 


St. Louis: Designer Herb Pinzke, 
Chicago, lectured to the club and to 
design students of Washington 
University. His subjects were the 
Japan Design Conference, and 
the 1961 Aspen program. 
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“On any person who desires such queer 
izes, New York will bestow the gift of 
loneliness and the gift of privacy. It is 
this largess that accounts for the pres- 
ence within the city ‘s walls of a consider- 
able section of the population; for the 
residents of Manhattan are to a large 
extent strangers who have pulled up 
stakes somewhere and come to town, 
seeking sanctuary or fullillment or some 
ter or lesser grail. The capacity to 
make such dubious gifts is a mysterious 
quality of New York. It can destroy an 


individual, or it can fulfill him, depend- 
ing a good deal on luck. No one should 
come to New York to live unless he is 
willing to be lucky.” 

E. B. WHITE 


is that a great many Amer- 
ican men somehow met a final test here.and 
passed it, and left word that life is the real 
problem, not death, death happens to every- 
body, and the men who ran away to safety here - 
at Shiloh and lived out long lives are under 


who refused to run and took a lead slug in 
the brain, or a jagged hunk of shell frag- > 
SS 


—_ 
the ground now, no better off than the men = \ 
= 


—- 


“To be at your ease in 
polite Roman society, 
you must have, like 


dipl an iron seat and, like 


“ 


searby: “What time is it?” “I don’t 
said. “This 


know.” the waiter 
isn’t my table.” 


= “You lie in your bunk, 
smoking a cigarette and lis- 


phony concert, maybe — 


D the sound of the wind in the rigging, the 
) plunging roar of water being thrown hack 


skin of the boar, close heside your car.,. 

sounds of travel, a concert of movement 
thar fills you with that ineffable joy of going 
» omewhere.” HAMMOND INNES 


name these types... 


I thought perhaps you might be inter- 
ested in the enclosed Holiday advertise- 
ment. I do not think a one page adver- 
tisement using thirteen type faces comes 
along too often. Perhaps it might be pre- 
sented to your readers in the form of a 4 
quiz. I have yet to find an art director who 
can come close to naming all the faces 


used. 


The ad was designed by Rene Bittel 
at »udler & Hennessey. The spots were 
by 3ebe Gershenzon. All the borders and 
de rations incidentally are also from 


ave lable material. 


~ he ad has run in the Saturday Eve- 
nir + Post and will run in various trade 
pu lications. A resize of the ad will ap- 


pec: in the New Yorker. 


tening to the radio--a sym- 


and in the background is “ 


from the hows, the hiss of it along the outer 


royalty, an infinite capacity for 
not wanting to gotothe bathroom.” 
AUBREY MENEN 


OJ 


cut You ae waving fon ve yoo 


stants at a café table. You ane waiting for the gial you 
love. She is young and american and perfect. Ske has | 


“This earth of Alrica is od, | 
old in all senses and dimen- 
sions of the word; old in the 
conscious measure of man; 
older in the light of myth 
+ and symbol. So old indeed is {his Alrica 
that comparisons are not merely odious 
but pointless, and yet they must be made | 


legs and an enormous apperire and solid low-hecled shoes and she likes to 
waik and she has just annived in the city fon the first time in ben Life and she likes To 
listen To you talk and she is imaginany. She is late, of course, because you have been 
80 conditioned by the women you have known That even the owes you invent can't 


MEET you On Time. You have invented Wen because you kave been day-dataming you have 
been playing with the ides of pleasure and it kas occurred To you that There 
mone pleasunable in this sad world than To 


could be few things 


« 


7 “McGraw, on the other 
hand, was already infa- 
tous when he came to 
the Giants as manager. 
He had been the boudest, rowdiest, most 
hated member of the rowdy, hated Balti- 
more Orioles—a little third baseman 
with a face like a fist, a foul tongue and 
& reputation for swinging at umpires. 
He would do anything to win, even ii it 
meant hooking his fingers through the 
belt of a base runner who was breaking 
for home after a fly to the outfield. 
McGraw didn't change as a manager. He 
cursed, stormed, split umpires’ lips and 
fought everyone—fans, managers, his 
front office, league presidents, rival 
players and his own players with only 
one object in mind: winning.” 
ROGER ANGELL 


Charles R. Lawliss, 
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Assistant Advertising Manager, Holiday 


Panis fon a day hand-in-hand with suck a ial.” 


inwin shaw 


Holiday ix becoming increasing! 
well-known for the and 


M and sheer quality of the writing § 


that appears in its pages. Here ix 
ie that 


we hope will suggest why Helida 
ix a rewarding experience eac 
month 


jor some 900.000 exceptional 
families and for the advertixers whe 
h xerve them xo exceptionally well. 
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1. Torino; 2. Elizabeth; 3. Latin Elon- 
gated; 4. Cheltenham Bold Extra Con- 
densed; 5. Bookman; 6. Fry’s Ornamen- 
tal; 7. Normande Condensed; 8. Stymie 
Bold; 9. Peignot; 10. Goudy Oldystyle; 
11. Consort Bold Condensed; 12. Ultra 
Bodoni Extra Condensed; 13. Sapphire. 
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stick 


adhesive 


FAST and EASY. Spray it on papers, 
plastics, photos, and they stick to any 
smooth surface—can be removed and 
put back many times. 
12 oz. can only $1.69 
6 oz. can only 98c 


Provucts inc. 
a division of HUDSON PHOTOGRAPHIC INDUSTRIES, INC. 
Irvington-on-Hudson, N. Y. 


Kodak TYPE C color 
printing at its best! 
® Backed by experience 
gained in 20 years of 
custom color printing 
Layout 


FOR: « Reproduction 
* Quantities 


ColorNegatives 
FROM: «Color Transparencies 


Color Artwork 
“Ralph Marks Color 


$44 East 49 EL 5-6740 


Everything 
for the 
commercial 
artist 


TE 8-7065 


149 E. 60th, NYC 


layout & design, TV art 
painting, life drawing 
iNustration, fashion 
cartooning, lettering 
technical illustration 
typography, paste up 
day & evening, co-ed 


209 E.23 St.. 
MU 3-8397 
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HH] “Everyone knows bow upsetting it is for two women to 
| recent gatbering | saw (bree elegant 
| otber: were wearing tbe same pose. All bad 
Reith leary of i 
4 
3 
& > x. 1000 
Ay a character of Airica as thts incred- 
acters are merely the completed types of the secret 
left and right foot instead of two left ones, or 
straight teeth, or self-assarance. The acter 
\-the lunacy which in the 
partially concealed.” 
ARTHUR MILLER 
. in Lindy’s, on Broadway. ) 
| 
school of 
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OPPOSITE 
THE 


MUSEUM 


JU 2-6470 


| 


Worl 


Mal) come BOOKS | 


HAVE CAMERA—WILL TRAVEL 


48 W. 48th St. 
Cl 6-4786 


Henry Bedlivy 
Photographic Illustrator 


what’s new 


COLOR MIXING PALETTE kit is Mix-Eez. Con- 
sists of an aluminum cup holder tray, 25 
disposable cups and a snapon plastic 
cover. The cover keeps mixed colors fresh, 
ready to use for days. The cups, 154” in 
diameter, have white mixing surface 
which takes pencil and ink marking for 
color or job identification. Holder tray at- 
taches to drawing board. Art stores, or 
Regush Products Co., 505 Fifth Ave., New 
York. 


HANDLETTERING CATALOG showing 17 new 
styles, designed by John Berglund, is 
printed on transparent, self adhesive ace- 
tate sheets. All characters fit together 
automatically, no cutting away or re- 


touching needed. Quillo Handlettering - 


Alphabets, from artist supply stores, or 
Advertising Aids Co., 57 S. Fourth St., 
Minneapolis 1. 


4-COLOR IDEAL LETTERHEADS catalog and 
price list has 81x11 sheets illustrated 
with art and headline ideas for form let- 
ters, mailings, bulletins, invitation and 
program forms. Also available: envelopes 


with cellophane windows 7” by 214” dee}, 
to display letterhead illustration anj 
headline. Idea Art No. 1, a portfolio «f 
100 illustrations, ready to use, with keyed 
copy lines, indexed. Idea Art, 309 Fif: 
Ave., New York 16. 


LIQUID PRESSURE-SENSITIVE ADHESIVE pac <- 
aged in aerosol cans is Spray-Grip. Test: d 
in Los Angeles, the product’s advantag °s 
are listed as: faster to use than brush a )- 
plied adhesives, cleaner, more conve :- 
ient, dries faster, easy repositioning f 
pasted items, excellent for large materi: |s 
or applications, transparent, economic |. 
Avery Label Co., 117 Liberty St., New 
York 38 (division of Avery Adhesive Pre 4- 
ucts, Inc., Monrovia, Calif.) . 


MAJOR DATA PROCESSING. SYSTEMS con- 
trolled automatically by Friden business 
machines are illustrated and explained in 
a 28 pp. booklet, Friden IDP Products 
in Action. Most of Friden’s tape operated 
machines are presented, including Flexo- 
writer for document writing. Promotion 
Planning Dept., Friden, Inc., 1 Leighton 
Ave., Rochester 2, N. Y. e 


CINCINNATI... MAin 1-5527 


CLEVELAND ... MAin 3-0700 
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talk 


1 ani (continued from page 87) 

lio «f ; @ new associate overseas member in 
keyed juropean Packaging Federation . . . Land- 
Fifto paintings by agency president Myron 


) mas were exhibited at Benson-Baker gallery, 
{75 Madison Ave. Jonas was formerly an 
j dustrial and architectural designer and 
t ught commercial art at Textile Evening high 
pe s hhool. He studied at Cooper Union and at the 


Test.d } ational Academy of Design, under Charles 
<td } awthorne . . . Charles B. F. Sharp and Robert 
sh a >- }. Weait have been elected vps of Alan 
Erni & Associates . NORFOLK, VA.: Joint 
ing if r geting of ADC and Ad club was addressed 
Herbert W. Morse, promotion director, 
mic |. L thographers & Printers Natl. Assn. . . . OAK- 
, New LAND: Designer George A. Costa joined 
‘Prod xiser Graphic Aris. He had been with Ramo- 
V ooldridge and with Walt Disney Productions, 
LA... PHILADELPHIA: Full color illustrations 
b~ Dutch artist Henk Bos were used in SEP 
con multi-page ad by Hartford Insurance. The ad 
siness is a series of calendar pages which may be 
ned in removed from the magazine and hung. Fully 
oducts open, it is a calendar nearly a foot wide and 
erated over 1¥2 feet long. 
Flexo- 
sotion DEATHS George Spielman, owner of 
ght on Spielman Studios, Los Angeles, 


and one of the first men on the west coast to 


bd operate an advertising art studio. He was ac- 


tive in the field for 40 years. An active worker 
in Studio Assn. of Southern California, he had 
been vp and head of its sales tax committee. 
He had organized the Advertising Artists 
Assn., forerunner of Studio Assn. . . . Walter 
Dorwin Teague, who established the first in- 
dustrial design firm in the U. S., 1926, died at 
76. He was senior partner in Walter Dorwin 
Teague Associates, 415 Madison Ave., New 
York. He designed everything from beer cans, 
to interiors of Boeing 707 jet airliner interiors, 
to U. S. pavilions at foreign exhibitions. He 
was design consultant to New York World's 
Fair, scheduled for 1964. He began his career 
as a letterer and sketcher, later freelanced 
typographic and decorative design. He was 


a past president of AIGA and a fellow of 
and first president of American Society of 
Industrial Engineers . . . Dean Cornwell, 
muralist and illustrator, died at 68. Famous 
as an editorial illustrator since 1916, he won 
recognition for his murals in commercial and 
public buildings all over the world. Archi- 
tectural League of New York awarded him a 
gold medal in 1951. He was a painter /member 
of the Municipal Art Commission (N. Y.) from 
1940-45, a former president of Society of Illus- 
trators, former president of Natl. Society of 
Mural Painters, a member of Chelsea Arts of 
London. He also served on the council of Natl. 
Academy of Design and was a trustee of the 
American Academy of Rome... 


Phone Murray Hill 7-1396 


JACK WARD 
COLOR SERVICE,"™=< 


PROFESSIONAL 


COLOR SERVICE FOR 
PROFESSIONALS 


Dye Transfer... Printons . Type “C” Prints Slides 
Duplicate Transparencies ... Art Copi -+-A bli 


202 East 44th Street, New York 17, New York 
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bookshelf 


The bookshelf makes it easy for readers 


to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


: NEW BOOKS 

§ 226. Posing for the Camera. Harriett 
Shepard & Lenore Meyer. Excellently 
1 written and illustrated ‘‘professional guide"’ 
§ presents know-how needed by creative 
| models and director-photographers to func- 
1 tion as working team. Pictorial figure sym- 
! metry, major and minor posing-figure compo- 
: nents and their function in relationship to 
t the camera are shown via-shadowgrams in 
' consistent, progressive patterns, first with 
7 basic than with advanced techniques. Crea- 
1 tive process is also discussed. $6.95. 

| 227. The Madison Avenue Handbook 1961. 
1 Paperback annual diary /directory lists 
' corporate names, addresses, phone numbers 
} and art-staff key buying factors among New 
st York commercial art practitioners and con- 
! sumers. Additional listings for Chicago, De- 
, troit, Los Angeles, Miami and San Francisco. 
t In all, 24 categories are covered—from ad 
' agencies and art supply houses, photogra- 
, phers and publications to TV-film producers, 
1 TV studios and stage-TV union affiliates. Each 
4 diary spread has room for write-ins and 
: features a column of 22 expense items. $4. 


225. New York Art Directors’ 39th Annual of 
Advertising and Editorial Art and Design. 
Edited by Howard C. Jensen. Designed by George 
Elliott, senior AD McCann-Erickson, the book's 
400 pp. 811%, illustrate the show's 474 pieces 
in b/w but brilliant color is used for slipcase, 
bindings, endpapers. Different second colors are 
used in various sections, colored dividers sepa- 
rate the sections. Editorial features include a 
program summary of the Fifth Visual Communica- 
tions Conference, by Frank Beker, conference 
director. $15. Also available, 38th Annual, $15, 
No. 197; the 37th, $12.50, No. 182; 36th, $12.50, 
No. 165; 35th, $12.50, No. 146. 
214. International Poster Annual. Edited by 
Arthur Niggli. 505 outstanding current post- 
ers, 20 shown in full color, from 25 countries. 
Indexed. American selections number 37, take up 
9 pages. Noted: continuation of international 
stvle trend observed in the last annual, emergence 
o} large and important group of Japanese artists, 
“‘concrete’’ group in Switzerland. $12. 
215. The Penrose Annual, Vol. 54. Edited by 
Allan Delafons. The new edition of the 
British classic international source-book on the 
graphic arts has 120 pages of articles reviewing 
and copious b/w and color plates and inserts 
illustrating trends and developments in esthetics, 
economics, techniques, and industry. $12.50. 
220. The Picture Universe. U.S. Camera 1961. 
Edited by Tom Maloney. Includes a ful! 
color 4 ft. pullout view of Switzerland by Emil 
Schulthess, portfolios by Alexander Liberman (from 
his book The Artist in the Studio), Alfred Eisen- 
staedt, Roy Stryker (The Lean Thirties), William 
Klein (Rome), Harper's Bazaar (March 1960), Eve- 
lyn Hofer (The Stones of Florence), Vogue feature 
editor Allene Talmey on Penn, irving Penn (Mo- 
ments Preserved, from his book of the same title). 
Photography in Space. $10. 
221. Graphis Annual 60/61. Edited by Walter 
Herdeg. 832 illus., 97 of them in color, of 
the work of over 500 artists and designers in 22 
countries. Includes everything from ads to house 


organs, etc., etc. In all, 14 categories. Introduc-* 


tion by Leo Lionni. $15. 


222. Modern Publicity 1960/61. Edited by Wil- 

frid Walter. Examples from 28 countries, 
including some in eastern Europe. Most, from Ger- 
many, Japan, Sweden and the U.S. No separation 
according to origin, so interesting juxtaposition 
of varied concepts and styles in same category. 
More than 400 b/w illustrations, 70 in color. $9.95. 


223. Wlustrators ‘60. Edited by Howard Munce. 

Best of current American illustration, in a 
book designed by Lester Beall and published for 
the Society of Illustrators of New York. More than 
350 selections by about 300 artists from around 
the country, for the Si 1960 show. Judges discuss 
their categories. Articles by Harry Carter, George 
Shealy, Arthur William Brown. $12.95. 


PRODUCTION 
204. Advertising Agency & Studio Skills. Tom 
Cardamone. How to prepare art and me- 
chanicals for repro. Detailed, illustrated. $4.75. 


208. The 4 Color Process Guide. Sure to become 
standard reference work for 4 color process 
reproduction. This 11x14 200 page book showing 
full range obtainable in print using the four process 
colors was ADed and designed by Louis Dorfs- 
man, in collaboration with Harry and Marion 
Zelenko. Scientific, accurate, objective and 
orderly system for determining precise color 
wanted. Over 5600 large color patches, each 
almost two square inches. 3 and 2 color sections 
are included. Plastic viewer isolates patches for 
exclusive examination of one color against black, 
white, and process colors. Special introductory 
price, $110 prepaid. 10-day trial period. 
210. Bychrome 2 Color Charts. 1 and 2 color 
selection, prediction and control, from the 
artist's color choice through lithographic produc- 
tion. 59 sheets on offset paper and 59 sheets on 
enamel paper in a deluxe 3 ring binder. Each 
sheet shows a solid color patch and a solid of 
black or solids of two compatible colors. Also: 
12 screened monotone values of each of the two 
inks; 169 duotone patches showing precise mix- 
tures of the two obtained with standard screen 
tints. 10640 monotones and duotones of color are 
shown in all. 49 round holes are punched in all 
sheets, acting as windows through which color 
and tone may be compared to art or lithographic 
press sheets. $22.50. Domestic orders only. 
213. The Color Planning Guide. 2 vols., each 
5x5 and 111 pp., show 11,000 color tones 
derived from yellow, red, blue and black in 4 color 
process printing. Vol. 1 reproduces them on offset 


paper, Vol. 2 on coated stock. by 
craftsmen of Colortone Press, Washington, D. C., 
to obtain more consistent color accuracy and to 
help their customers specify color exactly based 
on Colortone’s shop conditions. Grid system shows 
actual printed examples of entire range of screen 
and color combination. Boxed, includes separate 
reprint of article. What Are Hidden Meanings of 
Color, by Colortone president Al Hackl. $25 pre- 
paid, 10 day trial. 
216. The Grand Three-Color Blending Book. 
Hans Gaensslen. Unique guide. 50 12x12 
pp. letterpress and 50 pp. offset, in 1 edition, 
show 2-color combinations with black, and 3 col- 
ors in various combinations—more than 10,00C 
shades of color. With each 3-color table are ¢ 
design examples comparing effects a design has 
in different color combinations and repro meth- 
ods. Examples also show effects of overprint- 
ing and screening. Book includes information or 
printing inks, production of pogyers in tempera, 
choosing most suitable paper and screen, etc. $45. 
218. Color Swatch Book. Contains 500 pages o! 
printing ink colors, with over 24,000 per- 
forated color swatches for easy removal. One 
section is printed on coated, another on uncoated. 
to facilitate exact matching. Designed for artists 
designers, buyers and sellers of printing. Now 
you can avoid using silk screen, pastel, watercolo: 
samples which printers and lithographers have 
difficulty in matching. Individual color section: 
can be reordered and inserted in this specially 
bound book. $47.50 prepaid, 10 day money baci. 
guarantee. 
219. Lee Streamlined Copy-Fitting Handbook. 
Arthur B. Lee. Comes with the Lee Stream- 
lined Copy-Fitting Gauge, made of Vinylite, which 
fits into a pocket inside 2nd cover. The book has 
32 pp. of Linotype and Intertype faces with com- 
plete alphabets of all available sizes up to 18 pt. 
The gauge scale to be used for linear character 
count is indicated next to each alphabet showing. 
Many other aids included. Printed in 2 colors, 
6x9 pp. $4.95. 


GENERAL 
212. Commercial Art as a Business. Fred C. 
Redewald and Edward M. Gottschall. Re- 
vised and enlarged edition of the book by the 
late Rodewald, himself a commercial artist, origi- 
nally pubished in 1954. Brought up to date—in- 
cuding statistics not ilable before—by Art 
Direction editor Gottschall. Contains latest infor- 
mation on markets, prices, practices, media needs, 
contracts. $4.95. 
224. Who’s Who in Commercial Art and Pho- 
Director's Art Institute. Collec- 
tion of lists of artists, photographers, agents, 
studios, representatives, art buyers. The last cate- 
gory is broken down into ad agency, book pub- 
lisher, magazine, business. Name, address, phone, 
and specialty category listed for producers, 
buyers. $15. 


ART DIRECTION 
19 W. 44th Street, New York 36, N. Y. 


146 165 182 197 204 
216 218 219 220 221 


Amt. Encl. $. 


Please send me, postpaid, the books corresponding to numbers circled below. 

208 210 212 213 214 215 

222 223 224 225 226 227 

2/61 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. Add 5% per tit'e 
for delivery outside USA, except APOs. 


Zene. State 


if you want a book not listed, send your order and we will try to get it for yeu. 
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DESIGNING 
PAYROLL 


When Steendrukkerij De Jong & Co., 
Netherlands lithography and offset print- 
ers, launched an equipment-buildings- 
offices renovation program, it paid par- 
ticular attention to appearance and util- 
ity of its business forms, down to the 
paper for its pay envelope (illustrated 
here) . 

Pieter Brattinga, then a graphic artist 
with De Jong, now in the U.S., re-de- 
signed and integrated the various forms, 
making each square-shaped with a small 
upper-right-corner square identifying 
work areas: green for storage, orange for 
administration, etc. These are part of 
the corporate image picture. 

Most important in the design problem 
was choice of :paper. A kraft strong 
enough to hold coins and bills, used in 
Holland for paper bags and wrapping 
was selected. Unlike American krafts, 
glazed on both sides, only the outside is 
giazed. “I was fascinated with the paper's 
striations—an integral part of its design— 
and the fact that they could serve as pay- 
roll columns,” Mr. Brattinga points out. 
The new envelope, 574 x 51%, replaces a 
g!.ssine envelope and employee payroll 
slip. Data are so arranged that the take- 
home pay story is crystal-clear to em- 
Pp »yees. The lower left-corner rectangle is 
fo: the payroll date. . 
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now 90¢ a word 


Every style in our Film Lettering Library without ex- 
ception! Mail deliveries anywhere in the U. S. A. Order i 
by name from Style Specimen Book sent on receipt of 
25¢ to cover postage and handling. 


Ine. 
305 EAST 46TH STREET NEW YORK™ 17, N. Y. PLAZA 3-4943 


Process Lettering and TRICK Photography Since 1937 


TH 
MADISON 


AVENUE HANDBOOK 1 


THE DIARY/ART DIRECTORY FOR THE ART DIRECTOR’S WORLD 
IN N.Y.C., CHICAGO, DETROIT, L.A., MIAMI, SAN FRANCISCO 


AVAILABLE BY MAIL FROM PETER GLENN J 
444 EAST 52, N.Y.C. 22. 


$4.00 EACH 


PROFESSIONAL COURSES IN 


RETOUCHING 


COLOR TRANSPARENCY 
AIRBRUSH e FLEXICHROME 


GERMAIN 
Retouching”. school of 


225 BROADWAY. NEW YORK 7 « WO 4-4550 
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FIRST ADVANCE 
IN RULERS 


Rule parallel horizontal, vertical and diagonal 
lines . . . make circles, arcs, hatching—faster, 
easier, comfortab'e, accurate with ROL-RULER 

New idea in rulers—rolls smoothly on sheet. You 
never have to lift this ruler from paper when draw- 
ing parallel horizontal or vertical lines. Spiral index 
in window automatically registers horizontal dimen- 
sion. A multi-purpose ruler with hundreds of uses in 
every field. Make squares, quadrants, etc. A useful 
tool for the sciences graphic arts field, draftsmen, 


offices, industrial. Students, schools & 95 
and college staffs find this ruler a 3 
convenient aid. 2 for $7.75 


Order by mail. Satisfaction guaranteed. 
Immediate shipment. 
WRITE FOR OUR FREE CATALOG OF FINE TOOLS 


DRUMCLIFF CO., Dept. 671; Towson 4, Md. 


STANDARD PRICE 


Selikan | 
PREMIUM QUALITY 1 


Sole Distributors: 
USA: JOHN HENSCHEL & CO.,INC., New York 


Free Samples 
Catalog 
Grace Letter Co., Inc. 


Fifth Avenue, Dept. A 
New York 3,N.Y. 
Watkins 4.0850 


ALPHABETS 


Underwater Photography 


JERRY GREENBERG 
6840 S. W. 92nd Street 
Miami 56, Fla. 

MO 7-4051 


ready reference 


te heve your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


the copy shop 
Copy Studio—Top Writers—Pre-agreed Fees 
270 Madison Ave., NYC 16 MU 3-1455 


The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 


215 E. 57th St.. N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 
Experienced and trainees—all phases 
Careful screening—no charge to employer 


130 W. 42 St.. New York 36 


BR 9-7725 


PHOTO SERVICES—COLOR 
Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 
ing, processing. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Ferrara Color Studios, Inc. 
Creators of Colorsemblies 
Ektas assembled, retouched, duplicated 


112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 10 years. 
10 East 46th Street, N. Y. 17, N. Y. MU 7-2595 
Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats. 

Duplicate transparencies, art copies, slides. 

24 hour custom color processing. 
Call Norman Kurshan directly at 
8 West 56th St., N. Y. 19, N. Y. JU 6-0035 
Jack Ward Color Service, Inc. 

Type ‘C"’ prints—duplicates—dye transfer prints 
Color processing— 


202 East 44th Street MUrray Hill 7-1396 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 

58 West 47 St., NYC 36 Cl 7-7377 
Robert Crandall Associates, Inc. 

Transparency retouching and assembling by 
experts. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome ‘‘C’’ Prints. 


509 Sth Ave., N. Y. 17 MuUrray Hill 7-6537 


Tulio Martin Studios 
Transparencies 


58 W. 572th St., N. Y. 19 Cl 5-6489 
Frank Van Steen 
Color Retouching. 
370 Lexington Ave., N. Y. C. LE 2-6515 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Presentation Department 
® Visual Aids * Promotional Material ® Silk Scree 


4 W. 40th St., N. Y. C. LOngacre 4-459 


Rapid Art Service, Inc. 

Creative Art Studio « Silk Screen ¢ Typesetting é 
Letterpress Bookbinding Charts and Maps « 
Exhibits & Displays ¢ All under one roof, with 5 
craftsmen and 15,000 sq. ft. of space to give yo 
the fastest service in New York. 


304 E. 45th St., NYC 17 MuUrray Hill 3-821: 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 


12 East 37 St., N. Y. C. MU 6-065¢ 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. ¥. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 
Midtown’'s largest silk screen shop 
highest quality — fastest service 


394 E. 45th St., NYC 17 MuUrray Hill 3-8215 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


Walter Chandoha 
Animal Photography-Specializing in Cats & Dogs 
Annandale, N. J., 201 State 2-3666. 


P.1.P. Photos 
10 Million Photo Library. Rep for top photog- 
raphers all over world. Send for free brochure. 


507 Fifth Ave., NYC 17 OX 7-6191 
Underwood & Underwood Illustration Studios, Inc. 


Reserve illustrations for advertising . . . Editor'al 
& promotional use. Not connected or associat+d 
with any other company using the Underwood & 
Underwood name. 

319 East 44th St., N. Y. 17... MU 4-5400 

646 North Mich. Ave., Chicago 11, Ill. DE 7-17'1 


ari 
3W 
Aig 
11 
S de 
7 
COPYWRITING—FREE LANCE 
SALES PRESENTATIONS 
Rt 
A-ve 
Now 
| SILK SCREEN PROCESS 
| 
CONCENTRATED DESIGNERS' COLORS) 
brittiant shade in oz. jars 
: 
3 REMAINS CLEAR FOREVER 


s, 
Prints. 


-6515 


1-7377 


cree 
4-459\ 


ting 
aps 
ith 
e yo 


3-821. 


5-065: 


5-7280 


2-3717 


-8215 


Laderwood & Underwood News Photos, Inc. 
subjects: Historical, Industrial, Scenics, 
jricultural, Geographical, Personalities, etc. 
# so Transparencies. Ask for Free Listing. 


3 W. 46th St., N. Y. C. 36 JU 6-5910 
STOCK COLOR TRANSPARENCIES 
t J. Cyr 


/ | subjects * reasonable rates. 
1 1 Forest St., New Canaan, Conn. 203 WO 6-0772 


TELEVISION SERVICES 


E stan Studio 

S des, Telops, Flips, in b/w and color 

7 W. 45th St., NYC 36 Cl 5-6781 
stional Studios 

H t Press, Slides, Telops, Filmstrips, Flips, etc. 


4. W. 48 St., N. Y. 36, N. Y. JU 2-1926 
TYPOGRAPHY 

T » Composing Room, Inc. 

A vertising Typographers 

W. 46 St., N.Y. JUdson 2-0100 
Li ocraft Typographers 

3 3 West 52nd Street 

Now York 1, N. Y. PL 7-8295 


A PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 
NEW YORK STATE EMPLOYMENT SERVICE ORS 
MADISON 
AVENUE 
NEW YORK 22 
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Altention A-D’s! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy- fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AD‘245. Wilton, Conn. 


FINE COLOR 
RETOUCHING 


e dye transfer 


e ektacolor (type ¢) 
PAUL DZURELLA-LE 2-9399-N.Y.C. 


MADISON-EASEL 


ATTACHE-PRESENTATION 
CASE 


A luxurious com- 
bination 
versatility and 
convenience plus 
an exclusive built- 
in easel setup that 
takes up only half 
the usual desk 


space. 
34.00 
13x 16x 42.00 


tai sg et your Art Stcre or order direct. 
Brochure of complete art portfolio line available. 


ALLIED BRIEFCASE CO., INC. 


Dept. AA, 186 Fifth Avenue, New York 10, N.Y. 


For Artists’ Needs 
PHONE 

E. H. & A. C. FRIEDRICHS CO. 

Artists Materials Since 1868 
40 EAST 43rd STREET 
Murray Hill 2-2820 
140 WEST 57th STREET 
Circle 7-6608 


363 LEXINGTON AVE. 
Lexington 2-0300 


H. Tews, Inc. 
‘alnut Street 


1$27 
6-8742 
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Believe it or not, there is such a thing. 

The New York art director is proud to 
exist in a town that is at the center of 
advertising, if not possibly the universe. 
It is his considered opinion that anything 
conceived in New York has an unmis- 
takable “look” to it. Not too surprisingly, 
he calls it the New York Look. 

This covers a multitude of characteris- 
tics. Sophistication, whatever that is sup- 
posed to mean, is one. Advertisements, 
born in a Manhattan skyscraper, are as 
close to perfection, in the eye of the 
maker, as advertisements can get. Why, 
New York art directors make good sal- 
aries (there must be a reason for that). 
The city and its suburbs are inhabited by 
the most competent, best known and 
hardest drinking talents. Only the New 
York art director is subtle enough to un- 
derstand the subtleties which give adver- 
tising that certain mien. 

Now his cousins living in Chicago, 
Detroit or other cities on the midwestern 
map are nothing like that. For one thing, 
they never heard of sophistication. The 
first person who will admit this is the 
midwestern art director himself. But he 
too must have a “look”; only he calls it 
the Midwestern Look. 

The Midwestern Look, in case you 
haven't heard, is more down-to-earth. 
Chicago, according to textbooks, is a 


PIRES TIONS 


ON 


should there be regional chauvinism among art directors? 


bustling city. It is in this neck of the 
woods that the “typical American” 
dwells. Advertising prepared here must 
contain such true-to-life ingredients as a 
father, a mother, two children and a 
cocker spaniel. 

Ifustrations must have a universal ap- 
peal which means that the client’s eighty- 
year-old mailroom clerk must get the 
message in a fraction of a second. 

Rebelling against the midwestern no- 
nonsense approach is the eager-beaver in 
San Francisco and Los Angeles. He, too, 
couldn’t go on living without a “look” 
to his advertising . . . the West Coast 
Look. 

What the West Coast art director ad- 
mires most in himself is his youthful zest. 
This native keeps displaying youthful 
zest all through his life. Less inhibited by 
clients (sunshine does something to their 
temperaments, too) than his Eastern 
friends living under less fortunate cir- 
cumstances, the. Californian art director 
goes in for humor in a big way. His ads 
are loaded with whimsy even if they are 
sponsored by makers of steel, sellers of 
ladies’ underwear, or designers of tomb- 
stones. 

The artists with “off-beat” styles have 
a field day here. Realistic art, the West 
Coast art director maintains, already has 
been used; therefore, it is old-fashioned. 


Any ad washed up on shore by the Pa- 
cific ocean must look exciting or else how 
would you be able to tell where it came 
from? 

It is difficult to understand why an art 
director would waste his energies devel- 
oping a “look” to his ads, typical of the 
section of the country in which he lives. 

This is Madison Avenue (or Michigan 
Avenue or Wilshire Boulevard) talking to 
itself in the extreme. It is a method to im- 
press the fellow next door and get awards 
from the local art directors club. It is also 
a not-too-hidden attempt to show up the 
group of art directors living a few states 
to the north, west, south and east. 

More often than not, this kind of intra- 
mural competition leads only to the 
waste of client’s good money. If a prod- 
uct is to be sold to high-brows, then the 
advertising prepared to impress them 
should have a sophisticated look—even if 
it is to be prepared by a midwesterner. A 
nationally sold mass product, on the 
other hand, should be presented in a 
down-to-earth fashion—even if conceived 
by a New York designer. And so it goes. 

We submit that there is only one 
“look” that art directors in every state of 
the union should strive for: the “look” »f 
competence. A fine ad is as good a reas: 2 
for feeling proud as anything with a 
regional stamp on it. , 
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AC CONNER 


Few illustrators today have that special command of design that Mac Conner brings to an 
illustration, whether it be editorial or advertising. Bugs-eye view or eagle eye level, 
Mac Conner’s sense of visual excitement can do much toward making your page one of the 
most read and remembered. If you'd like to see more of MAC CONNER’S work, call Bill Neeley 
at CIrcle 6-3660, 45 West 45th Street, New York City. 
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